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“I never worry about B. O.,” says 
the Lifebuoy girl in the current win- 
dow cut-out. But that’s the insidious 
hing about it, lady—our best friends 
ron't tell us. 


vgyv¥y 


Ford will reach a mere 1,000,000 
yrospects with a three-piece direct- 
mail campaign in behalf of the V- 
ight. But why be so exclusive? 


,; V7 F 


Ipana is trying out a new campaign 
in which the doleful pink tooth-brush 
theme gives way to the beauty ap- 
peal. That’s just another evidence 
f the reviving Christmas spirit. 


, 7 F 


Judging from the Curtis figures on 
olor advertising in magazines, color 
is a luxury which no advertiser can 
afford to be without. 


vvey 
Protestant clergymen are urging 
that church advertising appropria- 


tions be increased. But first persuade 
ithe manufacturers of church seating 
to make the product at least as com- 
|) fortable as the pews they put into 
' movie palaces. 


7 F¥ 


“No one who prefers to treat him- 
self,” says W. G. Campbell in support 
of the Tugwell bill, ‘is compelled to 
consult a doctor.” 

But with repeal just around the 
corner, the patient may be willing to 
treat the doctor too. 


. 3 Fv 


The Tugwell bill proposes that ad- 
f | vertisers write their copy to accord 
,) with “prevailing medical opinion,” 
' but Dr. Morris Fishbein, editor of the 
Journal A. M. A., who has just been 
enthusiastically spanked by a med- 
ical society for expressing uncon- 
ventional opinions in a magazine 
article, might be inclined to question 
the wisdom of that provision. 
vgv¥$eegy 
Hotel men believe that the return 
of John Barleycorn will enable them 
to sell more rooms to party-goers. 
Perhaps repeal will make it less 
popular to pass out in public. 
7, FF F 


ADVERTISING AGE published a_ pic: 
: ture of a group of artists who favor 


| intr ope as well as editors with 


their opera, but for human interest 
) they should have been compelled to 


I 
i 


, FF } 


Z along their favorite models. 


|) ©. S. Clark comes to bat with the 
| Suggestion that the Century of Prog- 
Bress for 1934 be advertised. He 
» Means, of course, advertised by the 
la Century of Progress. 
vv¥ssgy 

Judging from insertion orders to 
) hewspapers, tire chains can be adver- 
tised successfully only when it snows. 
Now we'll find out just how much 


|} influence the press has with the 
\ Weather bureau. 

| i 2 = 

| The trouble with tire-chain ad- 


|} Yertising is that non-skid treads and 
\Phydraulic brakes have made the 
/World safe for motorists. Or they 
think so, which is the same thing as 
far as the advertising is concerned. 


vv? 
Chicago is planning to be very, 
pYery happy in 1934, with another 


World’s fair and Chuck Klein already 
M the bag. 


Cory Cup. 


URGES GREATER 
COPY CONTROL 
BY PUBLISHERS 


Federal Regulation Decried 
as Hindrance 


Milwaukee, Wis., Nov. 23.—Assert- 
ing that federal regulation of adver- 
tising “may handicap and hinder 98 
per cent of all advertising in order 
to reach the delinquent two per cent,” 
G. D. Crain, Jr., publisher of ApVER- 
TISING AGE, told members of the Mil- 
waukee Advertising Club here today 
that the best method of eliminating 
harmful and unfair advertising would 
be the assumption of greater respon- 
sibility over advertising by the own- 
ers of mediums. 

“Although the Tugwell bill and 
other measures which have been 
drawn for the purpose of regulating 
advertising expressly exempf publica- 
tions and other mediums from liabil- 
ity, and although legally this may 
be the proper policy, the owners of 
mediums should voluntarily assume a 
greater degree of responsibility for 
the advertising they publish,” he de- 
clared. 

“The publisher is in a highly confi- 
dential relationship with his readers. 
He sponsors the advertising which 
he publishes. In effect, he introduces 
and endorses the advertiser. It should 
be part of his responsibility, moral 
if not legal, to see that no reader 
comes to hurt because of believing 
the advertising which he reads in 
his newspaper or magazine, sees on 
the posters, or hears over the radio. 

“This is more than an individual 
job,” Mr. Crain said, “but it is well 
within the possibilities as a practical 
measure for reasonable control. If 
the American Newspaper Publishers 
Association, the Periodical Publish- 
ers Association, the Associated Busi- 
ness Papers, and the other leading 
organizations of medium owners 
were to set up, each for its own 
field, a committee with authority to 
pass upon any doubtful copy, the pub- 
lisher would then be able to accept or 
reject it promptly and without ques- 
tion. And advertisers and agencies 
would soon learn whether copy would 
or would not get by those commit- 
tees.” 


Little Objectionable Copy 


Declaring that it was not his in- 
tention to whitewash advertising nor 
to defend that which is of a definitely 
objectionable character, Mr. Crain 
nevertheless declared that “it can be 
said without exaggeration that the 
percentage of advertising which rep- 
resents any real hazard to the health 
or pocketbooks of the public is very 
small.” 

“Most advertising is sound, and 
represents a real service to the pub- 
lic,” he said. “Profitable advertising 
cannot be maintained unless the prod- 
uct or service advertised is worthy. 

“There is a class of advertising 
which is perhaps exaggerated, and is 
not literally truthful in the scientific 
sense; yet much of it is helpful 
rather than harmful, and is read by 
a public which is sophisticated and 
literate enough not to accept it for 
more than it is—namely, a bid for 
public interest and attention. 

“When a cigarette advertiser uses 
testimonials which are too strong to 
be accepted 100 per cent, nobody is 
damaged. It would be hard to think 


(Continued on Page 21) 


AUTOS GIVEN KNEES 


We have put 
KN 
NEES 
in our automobiles... 


changing your ride to a glide 


Medea ner Men 


New York, Nov. 23.—Agency circles 
are cheered by the report that the 
agency code, in substantially the 
same form in which it was presented 
in so far as provisions affecting 
agency practices are concerned, has 
been tentatively scheduled for public 
hearing Dec. 6 in Washington, with 
deputy administrator John W. Power 
presiding. 

Interpreted in the light of the ten- 
dency of the NRA to defer public 
hearings until differences of opinion 
are largely disposed of, the news is 
being viewed as evidence that the 
code will be accepted in its present 
form. 

Work on revisions, while not quite 
completed, has progressed to the 
point where John Benson, president 
of the American Association of Ad- 
vertising Agencies, believes the new 
draft will be made public within a 
week. 

The present draft contains two im- 
portant changes and several minor 
ones. The clause holding agencies 
responsible for compliance with the 
seven-point copy code promulgated 
by the A. A. A. A. in conjunction 
with the Association of National Ad- 
vertisers has been deleted. It is be- 
ing replaced with a general state- 
ment similar to the copy clause in 
the periodical publishing code, which 
reads: 


— seme 
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Grates whet by Fisher Neo 
Draft \ enttatom. the motor rie of yemerday © gone, 
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1934... 
GENERAL MOTORS 


WShamng f 


GM. TO FEATURE 
“KNEE - ACTION” 
WHEELS IN 34 


‘nitial Advertising Shrouded 
in Utmost Secrecy 


Detroit, Mich., Nov. 16.— With 
utmost secrecy surrounding prepara- 
tion and release, General Motors Cor- 
poration this week launched its 1934 
institutional campaign with large 
display space in newspapers through- 
out the country announcing ‘“knee- 
action wheels,” a new principle in 
motor car design which eliminates 

(Continued on Page 22) 


New Clauses Inserted 


“The industry shall establish defi- 
nite regulations designed to prevent 
the publication of misleading and/or 
untruthful advertising and thus will 
protect the public.” 

The anti-house agency clause has 
also been stricken from the proposed 


Last Minute News Flashes 


Mogge Leaves Prune Growers for Agency 
San Francisco, Cal., Nov. 24.—Pacific Coast Manager Lynn Baker of 
J. Walter Thompson Company announced today that Norton W. Mogge, 
for the past year advertising and sales promotion manager of United Prune 
Growers of California, will join the agency’s local staff as of Dec. 1. 
President Hugh Hersman of United Prune Growers told ADVERTISING 
AGE that no successor to Mr. Mogge has been chosen as yet. 


Southern Railway Cuts Passenger Fares 
Washington, D. C., Nov. 24.—The Southern Railway has announced 
that passenger fares will be cut to 1% cents a mile in coaches and three 
cents in Pullmans, with the surcharge eliminated, on or about Dec. 1. 
Other southern lines have already cut fares, and with the recent de- 
cision of western lines to reduce rates, it is considered inevitable that 
similar action will be taken by the eastern roads. 


Hudson to Have “Knee Action” Also 


Detroit, Mich., Nov. 24.—Hudson Motor Car Company announced 
yesterday that ‘fa thoroughly tested system of independent ‘knee-action’ 
springing will be available as optional equipment on 1934 Hudson Terra- 
plane models.” The Hudson system retains the front axle, and is known as 
““Axleflex.” 

The possibility of a Htdson-General Motors advertising war is seen 
as a result of this announcement. 


Salada and duntuen Join A. N. A. 


New York, Nov. 24.—Salada Tea Company, Boston, and Jantzen Knit- 
ting Mills, Portland, Ore., have been elected to membership in Association 
of National Advertisers. Herbert C. Claridge, advertising manager, will 
represent Salada, and Mitchell Heinemann, general sales manager, will act 
for Jantzen. 


Lentheric Account to Geyer-Cornell 
New York, Nov. 24.—Lentheric, Inc., perfumes, New York, a subsidiary 
of E. R. Squibb’ & Sons, has appointed the Geyer-Cornell Company, New 


York, effective at once. 


Agency Code Retains 
Ban Against Rebates; 
Date for Hearing Set 


agency code. The NRA administrator 
is said to be of the opinion that con- 
trol of this form of competition can 
best be approached through mediums’ 
codes. The matter was covered with 
rebating in the original code as 
follows: 

“It shall constitute unfair practice 
for any agency to rebate any part of 
its commission to an advertiser or 
for any agency to be owned or oper- 
ated for the financial benefit of any 
advertiser or group of advertisers 
and/or their employes, who thus di- 
rectly or indirectly obtain the equiva- 
lent of a rebate and circumvent the 
conditions of agency ‘recognition’ re- 
quired by media owners and/or their 
organized bodies.” 

While the portion of this para- 
graph relating to house agencies has 
been eliminated, the clause forbid- 
ding rebating has been left intact, a 
fact which has encouraged code spon- 
sors. 

The remaining changes are not 
considered important enough for dis- 
cussion by those interested in the 
code. One is the addition of the “de- 
famation of competitors” clause com- 
mon to many codes, which was in- 
serted at the suggestion of the NRA. 


Opposition Seen 


The Association of National Adver- 
tisers has defined a policy which 
binds it to oppose the anti-rebating 
clause as a restriction on the rights 
of advertisers. The association, hav- 
ing been engaged for several months 
in a study of agency compensation, is 
in a position to contest this point at 
the public hearing. 

The A. N. A. policy was stated by 
Paul B. West, managing director, in 
an interview with ADVERTISING AGE 
Oct. 5. At that time he said: 

“Where codes are honestly con- 
ceived and properly represented and 
the interests concerned do not seek 
to regulate wrongfully the proper 
rights of the buyer of advertising, 
the A. N. A. will have nothing to say. 

“However, if any attempt is made 
to limit or to circumscribe the rights 
of the advertiser, we will publicly 
and vigorously oppose it.” 


INTOURIST STEPS 
UP ADVERTISING 


(Picture on Page 24) 

New York, Nov. 23.—The first evi- 
dence of new business to be placed 
in American newspapers and publica- 
tions by Russian organizations as a 
result of recognition by the United 
States of Soviet Russia was offered 
this week in an increase in the size 
of copy run by Intourist, Inc., repre- 
sentative of the State Travel Bureau 
ov. 8. 8. &. 

This organization, which hereto- 
fore has used much smaller space, 
stepped up copy in metropolitan dail- 
ies this week to 350 lines. This, it is 
explained, was a special expansion to 
obtain benefits of a timely tie-up with 
the recent recognition. 


See More Russian Advertising 


Schedules for Intourist’s 1934 ad- 
vertising will be made up in the next 
10 days. Wilhelm A. Kurtz, presi- 


dent of the State Travel Company, is 
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in this country participating in the 
1934 preparations. 

An increase in Russian advertising 
is anticipated not only for travel 
service, but also for floor coverings, 
foodstuffs, artwares and craft prod- 
ucts. 

Prospective expansion of Russian 
trade has led Smith, Sturgis & Moore, 
Inc., general advertising agents, to 
create a special Russian department 
in charge of Thurber P. Lewis, for- 
merly with Intourist. 

For several years this agency has 
handled Intourist advertising in 
America, as well as that of some of 
the prominent divisions of the Am. 
torg Trading Corporation, including 
Oriental rugs and candy, and Chatka 
crabmeat distributed by The Tupman 
Thurlow Company, Inc., New York. 


Feldon with “Liberty” 


O. A. Feldon, formerly advertising 
manager, Witchell-Shell Company, 
Detroit, and eastern district manager 
of the transportation unit of Me- 
Graw-Hill Publishing Company, New 
York, has joined the eastern adver- 
tising department of Liberty, New 
York. 


Industrial to Sanger 
Troy Engine & Machine Company, 
Troy, Pa., has appointed Alan Bridg- 
man Sanger, New York, effective 
Jan. 1. 


Landau Leaves Elite; 
Other Officers Shift 


J. M. Landau has resigned as gen- 
eral manager of Elite Publishing 
Company, Wilkes-Barre, Pa. Paul L. 
Epstein, editor, is now president and 
treasurer, and R. H. Tewksbury, ad- 
vertising director, becomes managing 
editor of Every Woman. Due to this 
reorganization, there will be no De- 
cember issue of the magazine, but it 
will reappear in January. 

The advertising firm of Paul, Mar- 
tin and Russell, an affiliate of the 
Elite Publishing Company in which 
Messrs. Epstein, Landau and Tewks- 
bury were the principals, has been 
discontinued. 


Richland with Kastor 


Severing his 20-year connection 
with Federal Advertising Agency, 
New York, Herbert S. Richland has 
joined the New York office of H. W. 
Kastor & Sons Advertising Company. 


Watterson Returns 


W. B. Watterson has resumed his 
duties as space buyer of Bott Adver- 
tising Agency, Little Rock, Ark., 
after a leave of absence. 


Pioneer Picks McCord 


Pioneer Maple Products Company, 
St. Paul, maker of Bucket syrup, has 


appointed the McCord Company, 
Minneapolis. Newspapers are being 
used. 


ADD SIX STATES 
TO ADVERTISING 
LIST FOR LIQUOR 


New York, Nov. 23.—Use of mails 
into six states which prohibit the 
solicitation of orders for liquor 
listed under Group B of last week’s 
bulletin of the National Publishers 
Association, will not be denied to 
periodicals containing general liquor 
advertisements, according to a sup- 
plementary report sent out this week 
by George C. Lucas, executive secre- 
tary. 

These states are Arkansas, Kansas, 
Minnesota, New Hampshire, Ten- 
nessee and Vermont. Publishers may 
now mail publications containing 
liquor advertisements in 27 states. 

“The Post Office Department has 
now agreed, without contention, that 
the proper interpretation of the Reed 
Law is to deny the use of the mails 
only to the things prohibited by the 
individual states,” the supplementary 
bulletin says. 

It further notes the questionable 
position of Maryland, where, because 


An Automobile Dealer 


Comments on 


the 


HOMES THAT BUY 


“Your list of subscribers to The Quality Group 
Magazines is representative of a very high pur- 
I would estimate that from 
60% to 70% of these people are owners and 
possible purchasers of high grade motor cars, 
namely, those in the $2500 to $5000 price 
class.... Another interesting observation is 
the fact that the addresses of the entire list 
are in the best residential section of our com- 


chasing power. 


99 


munity.... 


Careful surveys show that Quality Group readers 
everywhere are far above the average in car owner- 
ship. More than 90% are registered automobile own. 
ers...Per hundred families, they buy as many cars as 
two hundred average families....There are nearly 
half a million such “Homes that Buy,” representing 
the highest purchasing power everywhere. Dealers 
value them especially for their preference for quality 
This, the country’s largest strictly 
quality market, can be effectively and economically 
reached through the Quality Group! 


THE QUALIT 


ATLANTIC MONTHLY 
CURRENT HISTORY 


merchandise. 


THE FORUM 


scribers 
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REVIEW 


HARPERS 


(Number 12 of a series of comments by business 
men on the buying habits of Quality Group sub- 
in their communities, after carefully 
checking the Quality Group subscription lists. 
Writer's name available.) 
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the state has no law covering the 
point but does have local option, the 
Post Office Department is making a 
complete survey of places within the 
state where it will be illegal to circu- 
late liquor advertising copy. 
Pending completion of this survey, 
Maryland will be grouped with the 


states where liquor advertising is 
banned. 
Agencies reported difficulties in 


getting copy into newspapers during 
the past week. Even though the pub 
lisher himself was willing to accept 
the copy, delays ensued because pub- 
lishers individually wished to submit 
all proposed liquor advertising to 
government officials for approval, re- 
gardless of its acceptance by other 
papers. 

Nevertheless, large announcements 
were carried by a considerable num- 
ber of newspapers during the week, 
notable among them the 1,500 line 
announcement placed by Young & 
Rubicam, for Frankfort Distilleries 
of Louisville and Baltimore. 

This copy, noting use of its prod- 
ucts during prohibition by nearly 20,- 
000 doctors and the firm’s almost con- 
tinuous operations for nearly 60 
years, including most of the prohibi- 
tion period, described a _ patented 
package designed to foil tampering 
and adulteration. It was carried in 
newspapers in Philadelphia, Boston, 
Pittsburgh, Newark, Chicago, New 


_|}Orleans, San Francisco and Los An- 


geles. 

The pack is constructed of card 
board with sealed tin top and bottom. 
It is impossible to remove the bottle 
without destroying the carton, copy 
claims. 

Earlier in the week, Schenley Dis- 
tillers Corporation announced pilfer- 
proof tops, special labels and water- 
marked wrappers to assure the buyer 
that th@® product is genuine and de- 
livered in the same condition as 
when it left the distillery. 

Topping & Lloyd placed a 1,200-line 
advertisement for the Distillers Im- 
porting Corporation, sole U. S. dis- 
tributors of whiskeys of Bloch Broth- 
ers, Glasgow. 


Other Newcomers 


Copy for two importers was placed 
by the Peck Advertising Agency, Inc., 
during the week. For Pierre-Bonard, 
Inc., the copy in New York papers 
was 500 lines, with wine cellar illus. 
tration and several paragraphs of 
strictly consumer appeal and a rate 
on territorial franchises available to 
dealers. 

Peck also prepared an advertise- 
ment of Embassy Products, Inc., 
which appeared this week. 

Albert Frank-Guenther Law, Inc., 
is handling the advertising of Long 
John Scotch whiskey for Austin, 
Nichols & Co., wholesale grocers who 
have been appointed general Ameri- 
ean distributors and are alloting 
territories. 

A simple announcement by Scotch 
Whiskies Corporation was the only 
one during the week to feature a 
coupon, list the price and announce 
a 10-day special offer. This firm’s 
advertisement, though small, had 
aims similar to the first large post- 
repeal advertisements several weeks 
ago by Park & Tilford and a number 
of other firms who soon discontinued 
their pre-ratification programs. 

Scotch Whiskies advertising is 
handled by Zinn & Meyer, Inc. The 
special offer copy ran only in the 
Times. A general campaign is being 
prepared. 

_The Distilled Liquors Corporation, 
New York, distillers of Hildick Apple- 
jack brandy and other brandies, ap- 
pointed Ruthrauff & Ryan, Inc., as 
its advertising agency. 

Charles S. O’Donnell, formerly 
head of the merchandising depart- 
ment of N. W. Ayer & Sons, Inc., was 
appointed sales director of the newly 
formed Distilled Liquors Corporation, 
brandies. 


Getchell Appoints Reps 
and Opens New Office 


William H. Mason, former assist- 
ant city editor of the San Francisco 
Examiner, has been placed in charge 
of the newly organized San Francisco 
office of J. Stirling Getchell, Inc. 

J. B. L. Lawrence, formerly with 
R. K. O. studios radio department, 
will be in charge of the Los Angeles 


office. 


BRISTOL GIVES 


HIS VIEWS ON 
TUGWELL Bill 


Admits Need for Revision 
Food, Drugs Act 


New York, Nov. 23.—The assurang 
given the Association of National Aq 
vertisers at Washington last week by 
administration leaders to the effeq 
that no legislation which would harp 
legitimate advertisers would 
passed has not quieted the appre 
hension Lee Bristol feels about the 
Tugwell bill. 

On the contrary, the vice-president 
of Bristol-Myers Company and leader 
of organized advertising opinion js 
so thoroughly convinced that the pro. 
posed new food and drugs act, evep 
though it be revised before enact. 
ment and liberally administered 
thereafter, is a dire threat to ag 
vertising and to American indug 
try, that he apeared before the 
Sales Executives Club here today to 
criticise it publicly. He is the firgt 
man in a position such as he ocep 
pies who has been willing to do go, 

Under the circumstances, Mr. Bris. 
tol might be excused for pulling his 
punches. He seemed to be concerned, 
however, only with conceding to the 
proponents of the bill every justifica-| 
tion rightfully theirs. This disposi- 
tion served to temper the severity of 
the indictment, but, nevertheless, his 
talk so aroused the sales executives 
that they promptly approved a mo 
tion that a committee be appointed to 
draft a _ resolution indicating the 
club’s stand and course of action. 

Mr. Bristol conceded the necessity | 
for revision of the present food and} 
drug act, but urged all vigilance be 
exerted to make sure proper care is 
exercised in redrafting, and, most im 
portant, that interpretation and em 
forcement remained vested in the| 
judiciary. 

Urges Great Vigilance / 

At the same time, he advised, 
against a reactiongry attitude to, 
ward the government’s recovery ef 


forts, pointing out that the pressure}. 


of circumstances is forcing govern 
mental changes, that certain mani- 
festations of paternalism toward con- 
sumers must be accepted and that 
there is much merit in various ad 
ministration measures. 

“While no one can find fault with 
its aims and intent,” he said, return 
ing to the subject of the Tugwell 
draft, “it is apparent to any student 
of the bill that in its present form it 
would create much more damage 
than good. It strikes at honest and 
decent industries, unintentionally, no 
doubt, in the interest of correcting 
the faults of a few. 

“Undoubtedly this was not it 
tended, but legislation once writteD 
in the books might well become 4 
chain around the neck of an im 
portant section of industry that has’ 
been fortunate enough to. escape) 
some of the severest penalties of the 
depression and has been able to sul 
vive without serious impairment of| 
wages or unemployment. 

“It is as unfair to gauge the entire 
food, drug and cosmetic industries by 
a few relatively minor illustrations, 
of wrongdoing and quackery pre 
sented to the public through Pre 
fessor Tugwell’s ‘chamber of horrors’ 
as it is to gauge any big industry by 
the exceptional discredited elements 
that are contained in it.” 

A point that Mr. Bristol sought to 
impress upon his hearers is that the 
Tugwell draft is the work of persons 
who believe that 90 per cent of the 
promotional expense in distribution 
and selling is an economic waste, 
though he considered any discussion 
of the soundness of this philosophy 
too elementary for the occasion. 


Two More Colonels 

George Richards, president, 

Leo Fitzpatrick, vice-president 
general manager, Station WJR, De 
troit, have been made Kentucky 
colonels by Governor Ruby Laffoon. 
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BECAUSE YOU 
HEM IN THE POST 


they have both become 
part of American Life 


MR. TUTT ... Mr. Ephraim Tutt, 


shrewd, likable old lawyer, indefati- 
gable in the pursuit of justice—for the 
under dog. You know his stovepipe 
hat and his stogie, his keen mind, his 
way of invoking every legal quirk, 
and, last but not least, his skill as a 
fisherman. 

The public can never get enough of 
his commonsense law. 

Like other characters born in the 
Post, he is more real to millions than 
many of the people they meet and talk 


to day by day. w 


Who in America doesn’t know what Fisher Body stands for? 


THE FOLLOWING STATEMENT 
has been authorized by The Fisher 
Body Corporation, a division of 
General Motors: 


to appear there, for the Post has 
been our basic medium. 


“We have recognized and used 
the Post’s unique ability to weave 
its editorial characters and its 
advertised products into the fabric 
of American life.” 


“Fisher Body advertising first 
appeared in the Post. It continues 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 
THE SAME POWER THAT GIVES NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


THE SATURDAY EVENING POST 


“AN AMERICAN INSTITUTION” | 
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The Publisher’s Responsibility 
for Advertising Copy 


In spite of the attacks of crusaders 
who insist that advertising has a 
“chamber of horrors,” in which is 
exhibited advertising which has men- 
aced the health and lives of consum- 
ers, a very small percentage of all 
advertising published today can pos- 
sibly be classified as dishonest or 
fraudulent. 

Advertising is policed, as a result 
of federal, state and local laws and 
ordinances, and through the efforts 
of those in the advertising and pub- 
lishing fields, more effectively than | 
any other business activity. The fact 
that advertising cannot be hidden, 


but immediately attracts attention, 
makes it certain that objectionable 
copy will be promptly complained of. | 

The present demand for further 
federal regulation of advertising 
should be met however, by still more 
vigorous efforts to purge the field of 
advertising which does not come up 
to reasonably high standards in all 
respects. The job is not an easy one, 
and yet its accomplishment is well 
within practical limits. It seems to 
ADVERTISING AGE that publishers, in- 
cluding owners of all classes of 
mediums, are in the best possible 
position to extend this type of effec- 
tive supervision and control. 

Many publications go very far in 
the direction of supervising the copy 
which they accept. Others are not 
in a position to do the necessary 
work of checking and investigating 
products and claims to insure the 
elimination of questionable copy. For 
these and for the field as a whole, 
group action seems to be necessary. 

The American Newspaper Publish- 


|vertisers alike. 


ers’ Association, the Periodical Pub- 


lishers’ Association, the Agricultural 
Publishers’ Association, the Associ- 
ated Business Papers, Inc., and other 
publishing groups should, it seems to 
us, establish facilities, each in its 
own field, for checking advertising of 
doubtful character, and reporting the 
results to their members. This would 
enable the publisher to act at all 
times with specific information on 
which to base his acceptance or re- 
jection of copy. 

By tightening the lines in this way, 
publishers would demonstrate their 
ability to control and eliminate ob- 
jectionable advertising, and thus 
would protect their readers and ad- 
The protection of 
reader confidence in advertising is 
vital to its successful maintenance, 
and advertisers would speedily iden- 
tify those publications which re- 
fused to adhere to the standards 
established for the field as a whole. 
The moral effect of this situation 
would be powerful. 

The application of additional safe- 
guards for the protection of adver- 
tising would strengthen advertising 
immeasurably. It would remove the 
necessity, now alleged by crusaders 
to exist, for putting advertising 
under rigid federal control. Publish- 
ers would be well within their rights 
in exercising their best judgment in 
the acceptance of copy, for they are 
not common carriers, but have the 
privilege of accepting or rejecting 
copy as they see fit. 

Prompt development of a policy of 
this character would be the best pos- 
sible answer to the assaults of those 
who would burden advertising with 
additional official regulations. 


The Battle for 


Not since 1896, when William 
Jennings Bryan, the boy orator from 
the Platte, almost sold the country 
on bimetallism and 16-to-1, has the 
nation been so stirred by discussions 
of monetary policies as today. 

The inflation program of the 
Roosevelt administration has won a 
surprising amount of support from 
important industrial and financial 
executives, though the weight of au- 
thoritative opinion in business and 
finance seems to be heavily in favor 
of a stabilized dollar and at least a 
modified return to the gold standard. 

The public generally is at sea. 
Currency represents one of the most 
complicated of all economic ques- 
tions, and the further complications 
supplied by the international ex- 
exchange situation are numerous. 
Consequently information is being 
eagerly sought that will enable the 


Sound Money 


average citizen 
opinions. 

Advertising seems certain to play 
a big part in the formulation of 
those opinions. Banks and _ insur- 
ance companies, feeling the need of 
bolstering public support for the 
conservation of their assets, have 
already started the battle in news- 
papers and magazines. Others will 
undoubtedly contribute their sup- 
port to the currency policy they 
deem safest and wisest for the coun- 
try. 

Because the Roosevelt administra- 
tion is responsive to public opinion, 
and because the presentation of clear 
arguments on the question of sound 
money will influence the develop- 
ment of that opinion, advertising may 
easily be one of the deciding factors 
in determining the future currency 
policies of the United States of 
America. 


to form intelligent 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 543. 2,000 Boat Owners Rate the 

Boating Magazines. 

An exceptionally detailed study of 
the reading habits and magazine 
preferences of pleasure boat owners, 
based upon questionnaires to 5,126 
owners by two advertising agencies. 
More than 2,000 replies were re- 
ceived, and this booklet analyzes them 


thoroughly. Published by Yachting. 
No. 515. DANGER! Shadows at 
Work. 


An intriguing presentation of the 
contention of Redbook Magazine that 
“the shadow of a man stands behind 
every woman who buys.” Contains 
the complete series of “shadow” ad- 
vertisements for Redbook which has 
appeared in the advertising press. 


No. 521. The Printability of Certain 
Papers and Why. 

A handsome brochure published by 
Kimberly-Clark Corporation which 
contains an authoritative discussion 
of the factors that enter into the 
printability of papers, and a num- 
ber of beautiful reproductions of il- 
lustrations, many in full color, on 
Kleerfect. 


No. 536. Up-to-date Facts About the 

Ladies’ Home Journal. 

A tabulation, in booklet form, of 
salient features about the Ladies’ 
Home Journal. Includes a discussion 
of circulation, editorial content, helps 
to advertisers, etc. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 510. How Beer Jobs are Being 
Installed. 


A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip- 
ment for retailers. Printed by Do- 
mestic Engineering. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciéusness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 

No. 471. How Much for “Point of 
Purchase’? 


A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


No. 529. Let’s Count Noses. 


A booklet published by Household 
Magazine giving much valuable in- 
formation on the size and complex- 
ion of the rural market. Retail 
sales, home and car ownership, and 
other statistics are presented in 
graph form. 
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—New York American 

“Look, Otto, International Techno-Terminological and Geologic 

Metaphysical Laboratory Affiliates, Incorporated—that's my son, 
Henry!" 


Voice of the Advertiser 


No Smoking in Office, 
W. R. Needham Says 


To the Editor: In the “Getting 
Personal” column of your issue of 
Nov. 11 I was interested in reading 
the following item: 

“Neither Bill Needham, Vic Groh- 
mann nor any other male member of 
their staff smokes, but the girls in 
that agency may and do.” 

The part about no smoking by 
Messrs. Needham and Grohmann is 
okey but I am afraid your item gives 
the impression the girls in our 
agency may and do smoke on the 
job. That is entirely erroneous. We 
do not care how much smoking they 
do off the job but if they were to 
smoke in the office I am afraid they 
would be out of a job. 

I am sending in this correction 
lest any young ladies with the to- 
bacco habit decide to apply to us for 
a position with the thought they 
might smoke while they work. They 
would be sadly disappointed. 


W. R. NEEDHAM, 
Needham & Grohmann, Inc., 
New York. 
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Doan Says Turnabout 


Is Still Fair Play 


To the Editor: I note with con- 
siderable interest that you are devot- 
ing quite a little space to the Tugwell 
bill. We too are very much con- 
cerned in this proposed new legisla- 
tion. 

There is one point I would like to 
bring up and I think it is worthy of 
consideration. Here it is: 

Inasmuch as the members of the 
medical fraternity are so very solici- 
tous regarding the public good that 
they are trying to cram the Tugwell 
bill down our throats, why don’t they 
show their good faith by saying to 
the public: 

“From now on we shall write all 
prescriptions in English. From now 
on we will discontinue giving our 
patients a lot of bunk and tell the 
plain truth. From now on when you 
have a nickel disease, we will write 
a nickel prescription in English and 
charge you accordingly instead of 
writing a prescription in Latin, 
charging three to ten dollars for it, 
whereas it only cost a nickel to fill.” 

As I said before, if the dear medi- 
cal profession is really and truly 
sincere in giving the public a square 


deal in the Tugwell bill, why doesn’t 


it go all the way and remove the 
farce and sham that it has used 
since the beginning? 

I am perfectly willing to put my 
name over the statement that if the 
above suggestion should be _ incor- 
porated in the Tugwell bill every 
doctor in America would instantly 
oppose the bill. 

Fioyp L. DOAN, 

Vice-president, Russell C. Comer 

Advertising Company, Kansas 
City, Mo. 
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Believes Tugwell 
Has the Right Idea 


To the Editor: 
comments on the Tugwell theory of 
no profits: 

If you will carry your analysis of 
the theory through to a logical con 
clusion I believe you will find Tug: 
well is 100 per cent right. 

The breakdown in our economic 
system which brought about the de 
pression was largely caused by the 
fact that wages and ordinary salaries 
failed to keep pace with the con 
stantly increasing demand upon the 
purchasing power of the working 
classes who absorb 75 per cent of all 
goods and services. 

If a reasonable share of the profits 
earned during the prosperity period 
had been passed along to the work 
ers in the form of higher wages, it 
stead of using them to build plants 
that were not needed, to accumulate 
huge surpluses and for the payment! 
of extravagant rewards to manage ¢ 
ment, there would have been no | 
major depression. 

When the people are asked and 
practically forced to adopt standards 
of living far beyond their current 
earning power to support, as they 
were during the era of prosperity, 
and when industry adds to their al 
ready insupportable burden an it 
stallment financing charge which it 
creases the cost of their purchases 
from ten to 25 per cent, something 
is bound to crack. 

If industry had adopted the plat 
which Prof. Tugwell sponsors, it 
would have been billions of dollars 
ahead of the game today. The policy 
of grab all you can and give as little 
as possible in return has proved s? 
thoroughly disastrous to both labo! 
and business that to continue it 
would be to invite economic suicide. 

W. C. PEcK, 
Bangor, Pa. 
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APT Pa 


that tells you it’s about time for lunch, a boy has at 


L before you begin to feel that rising stir of appetite 
least once since breakfast put hunger behind him. 


He was no slouch at breakfast, either. He topped off a bowl 
of cereal with a couple of boiled eggs and three or four slices of 
toast. Between gulps he delivered himself of one of those 
sermons from the fount of youthful wisdom that every mother 
hears every so often: 


‘*That’s good bread, all right . . . pass the jam, please... 
you know that bread with the vitamins in it . . . why not get 
some of that... and how about us having hot Postum this cold 
weather . . . that’s the stuff half the team drinks.”’ 


He takes lunch in his stride, and about the time you’ve got 
your teeth well into the afternoon’s work, you’ll probably find 
him in the kitchen swinging a shaker with deftness born of 
long practice. He’s merely filling in between lunch and din- 
ner—and he’s throwing together a recipe he remembers some- 
thing like this: ‘‘One glass of milk, three teaspoons of Coco- 
malt, shake well until creamy; pour yourself a slick drink that 
tastes like a drugstore milkshake and builds up weight and 
muscle; help yourself to a handful of crackers—and relax.”’ 


He may go to a dance that night. He'll get home about 
twelve, feeling happy, gay and romantic. But he’ll make a 


bee line for the refrigerator, just the same. You can’t let 
romance interfere with the important things in life. He may 
look at the moon through the kitchen window and maybe he'll 
be thinking of Clarissa—but he’ll be eating, too. 


NY time is mealtime to a boy. He eats when he’s hungry 

and plenty of it. What’s more, he knows what he wants 

to eat and why he wants it. Whether it’s soup or cereal, 
bread or baked beans, if a boy wants it, he gets it. 


Mothers buy the food all right. But when there are boys 
around, mothers buy to please them. If you want to sell food 
to mothers easily, quickly and profitably, you’ll make it easy 
for yourself by telling their sons about it first. Then you’ll 
know mothers will buy. 


And that goes for tires, tools or typewriters. Ask any 
father who buys them. When it comes to home buying, the 
boy is king. He knows what he wants—and why he wants it. 
He knows why the rest of the family shou!d have it, too. His 
choice, time and again, decides what food gets on the table 
and what car goes in the garage. 


There's a Million of “Em 


A wealth of sales awaits your advertising to boys. More 
than a million boys read boys’ magazines. They influence 
family buying of everything from rubbers to radios. They are 
the inside track to family buying. Sell them and you’re 
in—in more than a million homes. 


The Open Road for Boys is one of several good magazines reach- 


ing this important market. 


For quick action, for steady sales, 


for profitable advertising, cover the boy field first. 


, OPEN 
OAD 


‘BOYS 


L. S. GLEASON. Advertising Manager 
122 East 42nd Street, New York City 
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Allen N. Drake Dies 
After Long Illness 


Following a lingering illness, Allen 
N. Drake, executive of Wylie B. 
Jones Advertising Agency for 15 
years, died at his Bronxville home 
Nov. 23. At one time he was vice- 
president of the agency, and more 
recently had handled space buying, 
though in the last three years his 
agency activities have been broken 
by illness. 

His whole career was devoted to 
proprietary medicines and their ad- 
vertising. He was an officer of the 
Dr. Leonhardt Company and Rheuma 
Company, proprietary medicine firms. 


Named for Council 


Charles E. Donilon, credit man- 
ager of Callender, McAuslan & Troup 
Company, Providence, R. I., and Miss 
Lurena G. Adams, manager of the 
retail department, Providence Paper 
Company and president of the Wom- 
en’s Advertising Club of Rhode 
Island, have been appointed to the 
publicity committee of the newly 
formed Providence Consumers’ Coun- 
cil. 


Boyd Accepts Position 

J. Clement Boyd, recently in busi- 
ness for himself, has joined Street & 
Finney as account executive. He 
was formerly a member of the Frank 
Presbrey Company and a vice-presi- 
dent of W. I. Tracy, Inc. 


Schuette Leaves N. A. B. 
to Work for Hotels 


Oswald F. Schuette has resigned as 
director of copyright activities of 
National Association of Broadcasters, 
in which post he has waged vigorous 
warfare against the demands of 
American Society of Composers, 
Authors and Publishers. 

He will maintain his warfare 
against this organization, however, 
on behalf of hotels, restaurants, mo- 
tion picture theaters, etc. 


L. S. LaPorte Accepts 


Association Office 


Leon S. LaPorte, formerly vice- 
president and advertising director, 
Foster-Milburn Company, Buffalo, N. 
Y., has joined the Institute of Medi- 
tine Manufacturers, New York, as 
director of publicity. His activities 
will be specifically concentrated on 
the Tugwell bill. 


Ingalle Adds Fecke 


George L. Fecke, for six years di- 
rector of radio for Metro-Goldwyn- 
Mayer and formerly vice-president of 
Federated Broadcasting System, has 
been named director of radio by In- 
galls-Advertising, Boston. 


Represent Shepherd 


J. Clinton Shepherd has named 
William J. Medlin Studios, New York, 
exclusive representatives. 


URGE FEDERAL 
STANDARDS ON 
ALL PRODUCTS 


Would Expand Work of Bu- 
reau of Standards 


Washington, D. C., Nov. 23.—The 
consumers’ boards connected with 
the NRA and the AAA are giving 
serious thought to the practicability 
of making available to the general 
public the results of the thousands 
of tests conducted by the Bureau of 
Standards on merchandise of all 
types, ADVERTISING AGE learned this 
week. 

The results of such a move on the 
part of the bureau would be far- 
reaching, since announcement of the 
test results would in effect place the 
government in the position of grad- 
ing thousands of articles in hundreds 
of lines of business. 

“For years the Bureau of Stand- 
ards, with a wealth of technical in- 


Boiler Room at Purdue University, where modern steam-generating 
equipment effected large savings in the cost of power and heat 


Boilers and 
Combustion Equipment 


Tue January 1934 Number of 
Power PLant ENGINEERING will be 
a specialized number devoted exclu- 
sively to the subject of boilers and 
combustion equipment. 


This topic is of particular impor- 
tance to power plant men everywhere 
because it is in the boiler room that 
the bulk of operating expense is 
incurred. It is in this division of the 
generating system that the effect of 
higher steam pressures and tempera- 
tures with consequent increased 
efficiencies is most active in render- 
ing steam generating plants obsolete. 
It is here that engineers and plant 
owners find the largest opportunities 
to make savings which strengthen 
company profits. 


x ANE RR F}j 
: PL 


More than 22,000 of the leading 
power plant men will read the 
January 1934 ‘‘Boilers and Combus- 
tion Equipment’? Number, study 
and preserve it for frequent reference 
in months to come. 


It therefore offers manufacturers of 
power plant machinery, equipment 
and supplies an extremely forceful 
and long lasting sales influence. 


Copy for January 1934 Power PLant 
ENGINEERING is due December 11; 
advertising forms close December 18. 
In order that you may not miss this 
exceptional advertising opportunity 
we suggest that you send in your 
space reservation now. 


NEE 


Charter Member A. B. C.—A. B. P. 


53 West 


Jackson Boulevard, Chicago, III. 


formation at its command, has tested 
every type and kind of product and 
material,’ an executive told ADVER- 
Tisinc Acre, “yet its information has 
not been available to the general 
public, on the theory that an unfa- 
vorable report on a product would 
damage a manufacturer.” 

This official pointed out that since 
the NRA will raise prices, “the con- 
sumer has the unquestioned right to 
know that articles which he buys 
fulfill standard specifications and 
live up to the claims made by the 
seller. 

“To reveal such facts would not be 
a detriment to business, as I see it. 
No more unfair means of competition 
can be found than that which cheats 
in quality. If the government were 
to establish standards and certify 
all goods which live up to them; if 
buyers were able to rely on these 
specifications, then competition would 
be put on a reasonable and profitable 
basis. 

“Unable to compete by sweating 
labor or by cheating the buyer, inef- 
ficient industries would be forced to 
efficiency in plant operation, for ef- 
ficiency alone would make low 
prices possible.” 


Al Smith Urges 
Advertising in 
Fight on Crime 


Washington, D. C., Nov. 23.— 
Alfred E. Smith, editor of New Out- 
look, made the unique suggestion 
here today that advertising be used, 
along with other methods, in a war 
on crime, the purpose of which would 
be prevention, rather than punish- 
ment. 

Mr. Smith’s suggestion was made 
from the witness stand at the hear- 
ing of the senate committee investi- 
gating crime. 

He suggested that advertising be 
used to educate criminals to the fact 
that in the long run their criminal 
activities are not profitable, and that 
society always exacts payment, in 
one form or another, for the break- 
ing of laws. 


Drury Lane Resigns 


Drury Lane, for the past three 
years program director of station 


PICTURE PAGES 
OF NEWSPAPERS 
AGENCY'S GOA 


Offers 10,000 Lines fy 
New Preferred Position 


Milwaukee, Wis., Nov. 25.—Klay 
Van Pietersom - Dunlap Associates 
Inc., will shortly release a campaigy 
for an unidentified food advertiser, 
using picture pages of newspapers 
exclusively. Ten thousand lines wil] 
be used within a year in each paper, | 

The agency is concluding an ep] 
haustive investigation into the possi- 
bility of breaking into picture pages, 
not only sending form letters to a 
large list of papers, but also having 
most of the representatives making 
their headquarters in Chicago come 
to Milwaukee to talk over the situa. 
tion. 

The letters sent out asked the 
newspapers whether or not they pub- 
lish a picture page as a regular fea 
ture; if so, whether it is strictly a 
local page, or is provided by syndi- 


cates; if the latter, who the syndi- 
eates are; and other leading ques. Co 
tions. ‘ L 


To representatives, the agency ex- 
plained that the proposed copy would 
be in strict harmony with the page 
on which it was designed to appear 
—that is, it would consist largely of 
photographs, with a minimum of 
reading matter, and with the ex- 
ception of the single word, “adver- 
tisement,” would so blend with the 
surrounding material that the reader 
would be unaware that he was read- 
ing a commercial announcement until | 
he came across the brand name. 

While some newspapers rejected 
the proposal, a sufficiently large num- 
ber indicated their acceptance to 
justify releasing the campaign as 
planned, it is said. 

A possible result is to induce some 
newspapers to create new picture 
pages, it is believed. The Chicago 
Tribune uses its back page for pic 
tures and is not selling advertising 


Aut 


KNX, Hollywood, has resigned to re- on this page. However, it runs sev- as [ 
sume a singing career abandoned sev- |&@l pages of pictures inside its Sun- 
eral years ago. He will be suc-|day edition and sells space on those as 1 
ceeded by Van C. Newkirk. pages. 
i ° 
S mmons Is Promoted Lyon Quits Bank Post use 
Frank M. Simmons, associate edi- f P bli . Fi 
tor of the Boston News Bureau since or u icity irm sen. 
1921, has been named managing edi- H. A. Lyon has resigned as adver- 
tor. He is widely known as a writer |tising manager of the Bankers Trust 
on industrial and public utility sub-|Company, New York, to join the wo 
jects. Harold F. Strong Corporation, New ; 
—— York public relations organization, as 
° vice-president. He will specialize in 
Issues Belgium Data Sealed subiiete. 
J. Walter Thompson Company, New Mr. Lyon‘ has been prominent in 
York, has issued a booklet of popula-|the work of Financial Advertisers 
tion and market data on Belgium,| Association for several years, retir- COU 
which is believed to be the first of|ing as president last year to take the 
its kind. The entire text is in|office he now holds as chairman of } ofall 
French. the board. mor 
one- 
WANTED 7 
25 n 
Two Top A E i en 
wo top Account Executives H 
Not high pressure salesmen, but men whose successful mer- mar! 
chandising background and experience in national organiza- and 
tions qualify them to work with Visomatic's clients* and O 
prospects. It's a real opportunity to come in on the ground 
floor and grow with an organization that's making prosperity rela 
strides even at the bottom of the depression. that 
Please reply by letter only, giving as many details as you cal » 
like (letter will be held confidential, of course). K 
*Present Clients include: 
Coca-Cola, General Electric, Westinghouse, Standard Brands, 
Johns-Manville, E. I. DuPont, and 50 other leading advertisers. 
Visomatic is used for sales training—educating, merchandising 
sales and advertising plans—sales promotion, lecturers, showing 
manufacturing facilities, demonstrating product or use, ete. 
Equipment in Western Union offices for Visomatiec clients’ offices. 
Mr. W. Wadsworth Wood, Vice President 
VISOMATIC SYSTEMS, INC. 
292 Madison Ave., New York, N. Y. Detroit Chicago . 
H) 
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Automobile transportation and automotive power are 
as necessary in the lives of Country Gentleman families 


COUNTRY GENTLEMAN families own one-twelfth* 
of all the automobiles in the United States. They own 
more than one-eighth* of all the motor trucks—and 
one-third* of farm-owned tractors. 

In fact, nearly ten per cent* of the country’s total of 
25 million automobiles, trucks and farm tractors are 
owned by families who read Country Gentleman. 

Here is a concentration of sales opportunity for oil 
marketers, tire companies and accessory makers— 
and their dealers and salesmen. 

Obviously, the best way to sell a market so clearly 
telated to one magazine is to advertise in the pages of 
that magazine itself. It is not only the most economi- 
cal way—it is the most effective way. 

For this magazine holds a unique place in the lives 


THE CURTIS PUBLISHING COMPANY 


as the food they eat or the clothes they wear. They 
use their trucks and tractors in their work. Their pas- 
senger cars are an indispensable part of every day—for 
work, for recreation, for shopping, school and church. 


CouNnTRY GENTLEMAN 


PHILADELPHIA 


thin 


Make Your ADVERTISING BALANCE WITH 
SALES OPPORTUNITY 


of the 1,650,000 families who read it every month. It 
represents a voice of help and authority. It isa guiding 
influence to which they have learned to turn with 
confidence. No other magazine duplicates Country 
Gentleman’s function. 

Country Gentleman families are more than just 
“good prospects.” Eighty-six per cent of them own 
automobiles; 70% own homes. They are the leaders 
in the life of their communities—places under 10,000 
in which 40% of all retail sales in America originate. 

Advertisers in increasing numbers are finding 
Country Gentleman the logical approach to selling 
this market. It costs them only 34 cents per year per 
family to reach Country Gentleman families with a 
full-page advertisement every month. 


H 
CouNTRY GENTLEMAN 
ta% Te COUNTRY GENTLEMAN plas A 


vo The COUNTRY GENTLEMAN plo B54 


6% The COUNTRY GENTLEMAN ples ASB 63 


*A.BC. figures. More detailed analysis raises this figure to 80%. 3 


If your product is one that most families can 
use or enjoy... Country Gentleman should 


be one of the first three magazines in your 
advertising plan. 


* Sources furnished on request. 


FAMILY COUNSELOR TO MORE THAN 5,750,000 PEOPLE BR 
Key to 40% of National Sales Potential tnd 


BOSTON CHICAGO CLEVELAND + DETROIT NEW YORK + SAN FRANCISCO 
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OCTOBER NEWSPAPER ADVERTISING LINEAGE FOR 1933 


AND 1932 IN 


72 CITIES 


at 


7 


i” 


Total Total 
(Including : ; (Including 
City Retail General Automotive Financial Classified Legal) City Retail General Automotive Financial Classified Legal) 
1933 1,333,881 237,058 72,548 24,434 227,729 1,916,2 254 1933 882,965 271,032 50,987 32,619 441,377 1,854,89 
Sr ere 1932 1,205,585 205,856 56,595 15,307 228,827 25,018 | Brooklyn .......... 1932 861,026 217,441 35,713 32,261 484,389 1,845,788 
Diff +128,296 +31,201 + 15,953 +9,127 —1,098 41911236 Dift + 21,939 +53,591 +15,274 +358  —43,012 +9,1 
— -*1933 ‘1,106,194 502,910 110,478 52,086 269,585 2,081,889 1933 668,956 240,505 64,578 12,327 319,492 1,317,598 
EO CREE 1932 1,129,400 427,048 47,903 52,347 269,142 1,967,300 | Oakland .......... 1932 658,727 190,613 55,893 10,698 381,252 
Diff — 23,206 + 75,862 + 62,575 —=261 +443 +114,589 Diff +10,229 + 49,892 + 8,685 +1,629  —61,760 
oa 1933 330,932 120,979 53,194 16,747 93,784 618,529 1933 773,351 341,329 84,875 565s wane 
Albuquerque ...... 1932 238,309 98,555 22,099 9,013 74,432 464,474 | Oklahoma City..... 1932 1,028,439 339,305 40,380 20,510 217,606 | 
Diff + 92,623 + 22,424 + 31,095 +7,734 +19,352 +154,055 Diff —255,088 + 2,024 + 44,495 —12,075 —15,989 —) 84 Om 
a ©. 1933 807,365 226,991 74,102 15,087 250,251 2,066,290 1933 910,742 316,405 63,668 7,132 223,233 1,660,483 
I rer ss 1932 894,863 256,128 37,480 20,677 296,290 1,534,790 | °Omaha ...cccceses 1932 921,799 324,490 54,410 13,843 259,238 1,701,199 
Diff —87,498 —29,137 +- 36,622 —46,039 +541,491 Diff —11,057 —8,085 + 9,258 —6,711 —36,005 —40,711 
———«dBZ-s«*d2‘“=L 34,537 415,698 102,506 300,749 2,000,358 ~~ 1933 1,101,706 334,408 78,802 11,420 202,183 090 
. |... RNS PER 1932 1,177,862 387,570 30,269 313,883 1,962,362 | Peoria .....sscccree 1932 925,019 298,882 38,905 29,175 264,085 
Diff —43,325 + 28,128 + 72,237 —13,134 + 37,016 Diff + 176,687 + 35,526 +39,897 —17,755 —61,902 +17 6.862 
a 1933 237.430 61,194 25,841 _ 66,326 410,728 | —— ~ 1933 3,674,851 1,052,719 144,471 65,875 713,820 5,804,600 
‘Atlantic City ..... 1932 291,082 76,212 24,528 88,665 523,482 | Philadelphia ....... 1932 3,808,470 845,362 98,098 126,041 707,644 5,821,853 
Diff —53,662 —15,018 +1,313 —25,997 —22,339 —112,754 Diff —133,619 — 357 + 46,373 —60,166 +6,176  — —17,253 
1933 2,048,580 715,233 124,386 39,046 527,001 3,481,! —— 1933 529,043 5,226 74,400 4,612 176,329 953,644 
*Baltimore ........ 1932 2,208,273 612,937 96,235 53,248 544,099 3,548 ee 1932 487,763 i748 427 50,608 14,322 17,889 912,833 
Diff —159,693 + 102,296 + 28,151 —14,202 —17,098 —63,386 Diff + 41,280 —9,201 + 23,792 —9,710 —2,562  — +40,811 
1933 733,859 “337, 472,042 16,566 127,966 1,338,499 aS 1933 2,301,667. 539,125. 99,972 ~~ 26,930 293,805 3,347,398 
Birmingham ...... 1932 761,465 27,746 25,185 117,802 1,192,202 | *pittsburgh ....... 1932 2,073,130 491,407 89,583 69,194 327,610 3,154,230 
Diff —27,606 + 44,296 —8,619 —10,164 +146,297 Diff -+- 228,537 + 47,718 +10,389 —42,264 —33,805 — +193,167 
1933 3,253,786 1,144,064 150,411 — 69,210 674,966 5,334,913 ~ 71933 861,617 396,903. 90,446 12,300 311,557 1,674,823 
ee 1932 456,565 1,072,470 99,362 104,589 727,124 5,504,657 | portland ........... 1932 932,817 331,428 49,776 26,916 353,850 1,696,701 
Diff —202,779 +71,594 +51,049 —35,379 —52,158 —169,744 - Diff —71,200 +65,475 +- 40,670 —14,616 —42,293 - _ 21,878 
4933 1,284,981 449,333. 106,173 54,929 283,739 2,215,061 ay ali 1933 1,219,375 315,336. 96,057 45,041 318,800 2,050,128 
CR Sais) i gle 1932 1,236,625 433,269 $1,138 55,754 320,478 2,160,637 | providence ........ 1932 1,223,652 273,914 66,687 46,116 346,370 2,025,105 
Diff + 48,356 +16,064 + 25,035 —825 —36,739 +54,424 Dift —4,277 441,422 = 370 —1,075 —27,570 + 25,088 
1933 373,608 ~ 123,677 29,766 — “7,328 76,693 650,490 mesial "7933 790,785 “175,639. 62,828 5,816 122,135 1,191,205 
WN ni ccckans 1932 476,784 115,298 27,471 9,689 63,831 709,135 | Reading ........... 1932 713,334 173,335 51,571 15,806 142,348 1,123,214 
Diff —103,176 +8,379 +2295 —2,361 +12,862 —58,645 Diff +77,451 + 2,304 411,257 —9,990 —20,213 — y: + 67,99 
1933. 513,780 152,214 48,486 | 22,382 102,776 $48,352 — 1933 $92,035  —- 226,480 70,2338. 25,289 $221,872 1,450,100 
Chattanooga ...... 1932 511,570 156,745 24,091 22,093 91,141 811,351 | Riehmond .......... 1932 862,997 221,961 37,015 34,143 235,369 1,401,9908 
Diff + 2,210 —-} 4.531 + 24,395 +289 +11,635 + 37,001 Dift +-29,038 + 4,519 + 33,218 —8,854 —13,497 7 +48, 11 
1933 2,606,960 974,355 136,303 65,680 913,799 5,664,632 4933 1,457,102 462,171 99,408 75,374. 338,055 2,483, OF 
*Chicago .......... 1932 2,608,707 913,154 56,638 106,647 918,806 4,713,218 | erochester ........ 1932 1,268,728 520,702 $0564 69,166 377,098 2,361,910 
Diff —1,747 + 61,201 + 79,665 —40,967 —5,007 +951,414 Diff +188,374 —58,531 4+-18,844 +6,208 —39,043 — +121, 1 
1933 1,413,028 532,331 95,430 — 50,952 lle ye 2 "ocr 1933 1,400,854 531,721 107,459 27,293 592,427 2,667, 70m 
Coestanat .iiss es. 1932 1,443,780 438,452 35,318 391,484 2,800,079 | at. Louls .......... 1932 1,540,478 476,950 63,429 56,173 583,137 2,724, 210m 
Diff —30,752 +93,879 +15,634 — 4,646 + Hse 83 Dift —139,624 = +54,771 + 44,030 — 28,880 +9,290 —56, 51 
1933 -1,520,246 «478,963 90,363 40,795 359,332 ~—-2,502,338 seiab es —7933~—~C~«7143.444CNT72d~SSTON~~*~*~«~S*STG:~=—SS«HO,7 241,402, 7 
ve Pere 1932 1,414,293 484,537 83,262 48,478 399,666 2, 439, 499 | salt Lake City..... 1932 741,762 307,687 47,639 32,381 235,914 1,385,268 
Diff +105,953 —5,574 +7,101 —=7,683 —40,334 “L62i839 , Dift 41,682 —9,964 22,062 —6,665 +14,810 a 490g 
1933 1,135,390 344,660 71,513 45,378 | 267,466 1,884,473 a 1933 801,332 377,692 87,822 28,126 260,736 571,549 at 
i) 1932 1,214,233 306,222 41,250 58,876 288,245 1,930,598 *San Antonio...... 1932 861,388 406,446 45 ,773 39,852 335,051 een 596 
Diff —78,843 +38,438 +86,068 —13,498 = —20,779 = —46,125 Dift —60,056 —28754 4425049 —11,726 —74,315 —123,08 
1933 1,678,437 465,486 93,882 31,994 ~ 375,199 2,659,029 Se 1933. 977,486 318,744 116,826 23,852 hte 1,752,495 
DE So eos-0s en ee 1932 1,711,438 449,371 57,876 58,730 451,658 2,750,380 San Diego.......... 1932 1,059,055 331.743 124,884 16,678 352,569 1,904,5688 
Diff _—33,001 +16,115 + 36,006 —26,736 —76,459 —91,351 ’ Dift 81,569 —12'999 —8,058 +7,174 —54.437 —152,01% 
1933 1,250,269 339,815 66,920. 21,391 319,827 2,025,671 eiscodimaaanisin a : a: . oui 790,795 3,077,90Rm 
; 7 . : A ; ; > df 1933 1,319,797 684,488 148,398 59,463 190,795 3,001, 90K 
Dayton ............ 1932 1,300,281 36,088 yey + 22,942 331,043 2,040,575 | esan Francisco.....1932 1,286,950 578,672 96.376 63.286 682.502 2,737,608 
awd Ma en _+43,383 +276 —1,551 = —11,216 —anees Dift +32,847 +105,816 452,022 —3,823 +108,293 +340,35% 
193: 1,592,668 592,440 201,406 42,658 537,511 2,968,541 | ——— — ———  —_—— oT 96132 -*16,082 472,491  2,055,00mmm 
ee 1932 1,503,064 560,970 110,557 68,718 630,483 2,885,487 | 4. 1+ ere ~~ 29°97 00205 «1,766.19 
Diff +89,604 31.470 4.90849 26.060 99979 83.054 eee 1932 872,233 397,514 60,403 70 4 , 766, 
sa ht +31,470 90,845 —26,060 92,972 + 83,05 Diff +140,789 458,359  +35,729 | —13,888 +72,286 +289,4@ 
19: 490,205 142,927 61,628 4,854 129,316 832,768 | ——— ————_.,—- an a 392 80. BLT 
See 1932 495,002 143,625 29/561 5,909 123,688 805,260 | .. ; 1983 430,392 162,868 36,477 bee ete Le 
Diff —4.797 698 432,067 1.055 +5,628 +97.508 | Sioux 3) > eee 1932 390,617 158,170 21,587 4,729 183,319 766,344 
. a wll ——e ct ntl ss a . hed ss + 27,5 Diff +39,775 + 4,693 +14,890 —2,907 —68,139 —14,618 
ei pga tye ee ones Sere 304,969 918,980 | — —1933”~C~T2,4BLS~*~«aBBO~”~*~«~S STS ~*~*«*COSSC«i02,G75 «1,027, 77% 
Rao wires G55 1932 470,780 173,227 24,654 10,707 236,677 959,261 : , 2 . pad ot oe 
Diff —22,670 +11,316 +20,964 — 89% —31,708 —40.331 | South Bend........ 1932 606,483 192,855 39,052 23,298 122,096 993,38 
1933 456575 i, a = 575 td Pi sch Diff +65,948 —23,025 +25,733 —13,270 —19,421 +3444 
93% 56,878 198,763 54,291 35,278 141,233 1,097,872 — — s) = ° mm h 33.435 155.515 1,032,490 
Evansville ........ 1932 682,545 244,668 29,238 40,764 152,77 1,156,932 ’ ’ A : 
Dift —25,.667 —45,905 +25,053 —5,485 —11,539 —59.060 BpPOKANe <.ccccccses 1932 543,308 273,378 51,716 24,155 192,634 1,094,658 
: —— — — ~ = Diff —65,939 +12,055 23,436 —720 —37,119 — 168 
1933 295,117 96,566 30,352 4,045 39,246 473,336 | — - he rs eS —-, -— 
Fall River ........ 1932 257,332 101,463 18,741 4,484 37,187 431,456 1933 1,186,891 386,770 104,777 36,550 247, 259 
Diff +37,785 —4,897 +11,611 —439 + 2,059 +41,880 | “Syracuse ......... Die eerie 12844 + 36.846 £1570 24 365 
1933 660,252 215,722 35,111 21,799 118,670 1,083,458 | st PD nk A dh Sh re eee 
Fort Wayne ....... 1932 838,149 219,258 26,889 16,113 139,006 1,261,942 1933 496,791 221,804 72,252 10,529 207,775 1,010,9 
Diff —177,897 —3,536 28,222 +5,686  —20,336 —178,484 | Tacoma ........--. 1932 508,934 245,762 51,337 10,109 252,521 = 1,077,7 
a ap — - i — 18,14 —2 + 20,915 2 — — 
1933 619,234 321,980 76,593 20,480 161,53 1,207,489 | ___S ica i A i i 2 A 
Fort Worth ....... 1932 552,602 346,694 35,760 19,436 18774 1,143,651 1933 936,410 65,171 17,557 64,986 1,344,208 
Diff + 66,632 —24,714 + 40,833 +1,044 —20,242 +63.788 | Toledo ..........-- 1932 971,755 44,469 24,480 180,319 1,443, 
ea —— ¥ Sa SL Rico! ee er ry Om 94% 9 "nj9 ff, 099 — BR 4 . — 
1933 500,474 185,790 10.033 72.513 837.446 7 Diff —35,345 be + 20,702 hice 6,923 Aes, 508 — 99,088 
‘Harrisburg ....... 1932 542,539 147,532 f 10,931 83,588 845,004 193% 2,000,789 73,444 98,868 650,395 3,548, 
Diff —42,065 +38,258 +8980 —S898 —11,075 ee ee eee 1932 1,947,568 38,277 55,544 712,715 3,449,660 
1933 1,188,033 308,561 ~ 91,009. a7 173,868 1,824,136) ; __ Diff + 538,221 __— + 85,167 + 43,324 — 62,320 +98,3@ 
err 1932 1,257,543 257,639 50,484 56,610 181.716 1,819,419 1933 435,031 103,301 40,635 15,1738 54,756 F 
Diff —69,510 +50,922 + 40,525 —11,043 == 7,849 OS? | Prenton. .isis6 ose. 1932 439,256 112,839 23,089 19,396 58,153 
1933. 904,900 378,919 81,541 39,606 303,682 1,721,672 tad <—iee sR 5 
Houston .......... 1932 999,502 359,593 36,022 32,135 391,523 758,671 198,178 64,018 13,206 213,376 3 
Diff —94,602 +19,326 +45,519 +7,471 —87,841 759,489 188,285 33,282 12,805 185,546 1,183,548 
1933. 1,369,927 350,319 93,652 31,005. 371,237 —818 +9,893 + 30,736 +401 27,830 +175,6% 
Indianapolis ....... 1932 1,186,865 372,581 89,442 51,526 407,169 2,120,998 193: 2,541,190 601,024. 143,374 38,145 721,646 4,120,308 
Diff +183, 062 —22'262 + 4,210 —20,521 —35,932 +109,406 | *Washington ...... 1932 2,533,728 506,036 139,964 53,978 717,559 4,019,318 
1933. 572,437 #+181,854 62,771 22,428 175,632 1,012,289 Diff +7,462 +94,988 + 3,410 —15,833 +4,087 + 100,98 
Jacksonville ...... 1932 596,257 202,767 34,298 29,520 197,609 1,019,930 | 1933 870,557 265,198 95,360 8,989 ~ 276,608 7,519, 41m 
Diff —23,820 —20,913 +18,473 —7,092 —31,977 —79,641 | Wichita ........... 1932 876,682 384,874 38,754 14,683 331,381 1,649,598 
193: 581,944 169,612 39,247 21,808 117,713 940,884 Diff —6,125 —119,676 + 56,606 —5,694 —54,773 —130,18 
Knoxville ......... 1932 578,175 155,227 28,639 26,896 101,558 900,081 | ‘ 1933 ~—-:1,720,758 280,127 ~ 60,362. 18,754 126,971  2,228,9% 
Diff +3,769 +14,385 +10,608 —5,088 +16,155 +40,803 | Wilkes-Barre ...... 1932 1,666,654 317,145 72,345 62,834 125,544 2,279,768 
1933 1,700,008 647,059 177,086 47,156 786,811 3,362,436 Diff +54,104 —37,018 11,983 —44,080 +1,427 —50, 85% 
*Los Angeles ...... 1932 1,871,293 581,691 111,538 82,059 869,230 $515,706 | 1933 874,822 282,026 90,262 23,293 181,318  1,489,3% 
Diff —171,285 +65,368 +65,498 —34,903 —82,419 —156,272 | worcester ......... 1932 990,836 288,873 53,718 26,453 206,657 1,597,8 
1933 892,521 249,725. 68,041 20,811 180,043 1,412,415 Diff —116,014 —6,847 +36,544 —3,160 —25,339 —108,4 
CO ree 1932 901,861 278,968 49,503 23,313 236,786 1,515,326 1933  ~— 642,033 ~ 904,985 54,273 ~ 14,928 101,552 1,023,9 
Diff 9,340 29,233 + 18,538 —2,502 —56,743 — —102,911 | youngstown ....... 1932 558,396 189,665 51,339 20,166 93,405 2 
1933 239,911 67,118 26,667 2,946 34,865 375,873 Diff +83,637 +15,320 + 2,934 —5.238 4+ 8,147 +98,91 
Manchester 1932 217,282 86,344 8,247 5,786 40,521 360,671 | — 1933. &3.664,781 97779197 = 7 DORA 
: 1 , , 0,521 360,671 933 83,664,7! 27,172,137 5,941,000 2,222,225 21,266,083 144,114,8 
Diff  +22,629  —19,226 — +18,420 —?2,840 —5,656  +15,202 POMS .6 666045, 1932 83,391,963 25,509,221 3,840,164 2,864,855 22,945,668 141,054,4lmm 
1933 1,732,111 458,901 102,204 24,579 313,427 2,641,960 Diff +272,818 +1,662,916 +2,100,836 —642,630 —1,679,585 +3,060,4 
*Milwaukee ....... 1932 1,274,923 516,561 44,611 41,951 366,557 [a a —- a — 
Diff + 457,188 —57,660 +57,593 —17,372 —53,130 + 336,363 iii: Wehiy Cite tailed 
“a _ tienen Md sdiek: Vidette dé rice da age . »d. 
1933. 1,805,305 605,726 42,296 79,640 252,634 2,825,726 - . a 
Montreal ......... 1932 1,619,049 635,967 24,201 54,438 278,030 2,655,478 1Press Union, morning and evening, sold only in combination. Lineage of one edition, mornif 
Diff +186,256 —30,241 +18,095 + 25,202 —25,396 4+-170,248 | is shown. 
1933 ~ 630,103 ~ 187,579 5: 18,670 131,642 1,030,024 °Globe, morning and evening, sold in cornbinati uines diti yeni is y 
Wieheiiis ......... 1932 609.909 157.146 31, 006 20°366 150,248 978.549 ’ £ € £, in combination. Lineage of one edition, evening, is shown. | 
Dift +20,194 +30,433 4+ 22,522 —1,696 —18,606 4-51,475 ®°Courier, evening, and Post, morning, sold in combination. Lineage of Courier only is shown. 
: 1933 1,632,955 425,424 78,268 25,046 529,669 2,869,612 ‘Evening News carries the same amount of advertising as the Patriot. 
New Orleans ...... 1932 1,826,754 376,670 44,772 56,507 519,977 3,152,108 Bei cia : ; , 
Diff —193,799 448-754 433/496 —31.461 +9692 — 282.496 5Evening Appeal discontinued effective July 1, 1933. 
1933 6,024,170 ~ 1,946,475 180,455 246,300 1,096,252. 9,594,229 ; *“Tennesseean morning and evening sold in combination only. Lineage of morning edition only 
*New York ........ 1932 5,818,537 1,617,321 101,141 315,505 1,204,152 9,150,135 | siven. 
Diff +205,633 + 329,154 +79,314 —69,205 —107,900 + 444,094 —Media Records, Incorporatel 
— ——— —_———S — ————— ——— — — — = — 
Three Advertisers and trade papers for the products of |sideration. One of the interesting|latter code prohibits sales at less oe. New York, in an executiv@ 


Appoint Sternberg 


E. Richard Meinig Company, Read- 
ing, Pa., Alfred Dunbill of London, 
and Optical Products Corporation, 
New York, have appointed H. Sum- 
ner Sternberg Company, New York. 

Magazines, newspapers and direct 
mail will be used for the E. Richard 
Meinig’s Mimode glove silk under- 
wear and fabric gloves; magazines 


the optical firm. 


Newsprint, Paper & 
Pulp Codes Approved 


The NRA codes for the newsprint 
and paper and pulp industries were 
approved by President Roosevelt 
Nov. 18 and will become effective 
Dec. 4. Few changes were made in 
the final drafts submitted for con- 


features of both codes is a provision 
allowing for members of the indus- 
try to petition for restrictions on 
the importation of foreign pulp and 
paper in the event that such impor- 
tation seriously interferes with the 
operation of the codes. 

The newsprint code says nothing 
about price control, but provides for 
a standard cost accounting system, 


as does the paper and pulp code. This 


than cost. 


Mills Succeeds Mason 


on “Business Week’ 
Dwight Mills, formerly advertising 
manager, has been appointed pub- 
lishing director of Business Week, 
New York. 
He succeeds Jay E. Mason, who has 


resigned to join the Provident Loan 


capacity. 


Two More to Moss 


Adolph Hurst, New York, chef 
icals, and Alberto Martinez, Neé 
York, winés, have named Moss 
sociates, New York. Magazines wi 
be used for the first-named account 
magazines, newspapers and radio fot 
the second. 
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otal 

luding 
‘gal) 

54,89 
345,788 
+9,1 

317.5 

31 7,99%8 
— 
167,99 
552,07 
154,07 
560,490 
701,138 
40,71} 


804,600 
$21,853 
17,253 
953,644 
912,833 
- 40,811 
347,39 
154,230 
193,167 
674,823 
696,701 
~21,878 
050,128 
025,105 
+ 25,028 
191,205 
123,214 
- 67,990 
450,168 
401,990m 
+ 48,1708 
483,008 
361,918 
121,199% 
667, 7 
724,200 
—5 6,518 
402, 750m 
385,268 
+ 17,498 
571,540m 
699,595 
128,050 
752,491 
904,560m 
152,018 
077,964 
737,608 
340,35 
055,588 
,766,118 
289,468 
751,78 
766,348 
—14,618 
027,74 
993,3 
4+-34,448 
032,499 
,094,658 
—62,168 
013,59 
882,108 
131,498 
,010,998 
077,700 
— 66,700 
1344, 25m 
443,280 
—99, 000% 
48,07 
449, 66 
+98, 360m 
661,51 


019,318 

- 100,98 

519 ai 

649,59 ' , 

“130,10 ‘ . ' ® Upstairs departments, heart of department stores and strength of national © Continuing the precedent established a year ago, department stoi 

228,90 oe ‘ advertisers, placed in the Tribune 2,905,679 lines of advertising during the —_ give more advertising to the Tribune thanto any other Chicago newspap 
first ten months of this year—946,485 more than in any other paper. 160,366 lines more during the first ten months, 1933. 


108,44 
023,99 
925,02 
+98,9% 
1,114,844 


— OC =e ones HROUGH the helping hand of women, space buying 
% | so far as it applies to Chicago newspapers, has been 
- simplified. The preference of women for the news and 
features of the Chicago Tribune has made this news- 
= _ ae paper the best advertising medium for department 
eu “ stores. A different practice may be advisable elsewhere 
but to get the best results from advertising addressed to 
women in this market, concentrate in the Tribune. 


cecutiveg 


in number, stalwarts of State Street, Loop 


ent stores account for 84.5 per cent of Chi- ( : H IC ‘AGO TRIB [ J NE 
total department store advertising. They gave 
Ay > ow . : i > ° ° 


5 more lines to the Tribune than to any other 
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TOTAL LINEAGE 
IN NEWSPAPERS 
IS UP SLIGHTLY 


Automotive in Huge Gain; 
General Also Up 


New York, Nov. 22.—Total adver- 
tising lineage carried in the news: 
papers of 72 leading cities in Octo- 
ber, 1933, exceeded the total for the 
same month of the preceding year by 
3,060,432 lines, an analysis of monthly 
lineage figures supplied by Media 
Records, Inc., reveals. This is an 
increase of slightly less than 2.2 per 
cent. 

Not all types of advertising showed 
the same trend during the month, ac- 
cording to the Media Records figures, 
automotive and general advertising 
being sharply up, with retail lineage 
showing a slight gain, and financial 
and classified showing sizeable losses. 

The actual figures in each classifi- 
cation for all of the papers in the 72 
cities studied, are as follows: 

Retail, 1933, 83,664,781; 1932, 83,- 
391,963. General, 1933, 27,172,137; 
1932, 25,509,221. Automotive, 1933, 
5,941,000; 1932, 3,840,164. Financial, 
1933, 2,222,225; 1932, 2,864,855. Classi- 
fied, 1933, 21,266,083; 1932, 22,945,- 
668. Total, including legal lineage, 
which is not included in any of the 
above figures, 1933, 144,114,842; 1932, 
141,054,410. 

A complete tabulation of these fig- 


52 CITIES JANUARY 1928 TO DATE 


TOTAL AND GENERAL NEWSPAPER ADVERTISING TREND SEEN AT A GLANCE 
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the fact that national advertisers as 
a group have expanded appropria- 
tions for the fall of 19383 over the 
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HOW MUCH will it cost you to stay out 


THE NEW EQUIPMENT REVIEW 


Every new or improved product offered to the power field during 1933 and previ- 
ously described in POWER will be reviewed in the Mid-December issue. Up- 


wards of 300 separate items will be illustrated, described, the makers’ names listed, 


NEW 


in this section of more than 25 pages. For convenience, all items will be classified 


by use. Experience has shown that these review numbers are carefully kept be- 
cause of their permanent reference value and are frequently referred to for buy- 
ing information when equipment purchases are being considered. For this reason, 
such issues have unusually long life. 


THE A. S. M. E. 


MEETING REPORTS 


The annual meeting of the A. S. M. E., held early in December, will be fully re- 
ported in Mid-December POWER, while it is still news. This is the pace-setting 


event of the year, to which all engineers look for guidance in their future activ- 
ity. It has a definite influence on methods of buying and selling power equipment. 
POWER editors will attend every convention session of interest to power plant 
men—Industrial Power, Central Station Power, Oil and Gas Power, Hydraulics, 
Fuels, Lubrication, Test Codes and others—, will sift out the important news, 
analyze it and interpret it in generous space for the guidance of operating men. 
POWER will be the first and only publication to present such reports of this“style- 
setting” meeting, under one cover, 


THE EXECUTIVE SECTION 


This section will contain ten articles describing the power services, their extent 
and interrelation. It will be written in non-technical language, emphasizing the 
economic angles of the power plant in terms familiar to management executives 
—dealing with principles rather than details. It will provide the engineer with a 
new background of thinking and phraseology to support his recommendations 
to management, so that he can make his presentations in terms of production and 
dollars instead of in engineering technicalities. Its whole purpose will be to pro- 
mote a better understanding between the operating man and his management, by 
providing a better basis for common knowledge of power subjects. 


Mid-December 


FINAL 


December 11 (for color) 
December 14 (for black) 


to engineers throughout the country. 


CLOSING: 
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Your advertisement in Mid- 
December POWER will 
reach 21,000 paid subscrib- 
ers who control the buying 
of power equipment in the 
country’s worthwhile plants 
—plus a selected list of top 


executives. 


POWER 


330 West 42nd Street, New York 


1932 figure, while the remarkab} 
gain in automotive lineage, amount. 
ing to very nearly 55 per cent ove 
the 1932 figure, is proof of the fact 
that this industry has come far from 
the depths of the depression. 

One of the most significant figures 
in the tabulation is that dealing with 
financial advertising. While finap. 
cial lineage carried by papers in 7) 
United States cities showed a net 
loss of approximately 26 per cent ip 
October as compared with the same 
month last year, the newspapers ip 
Toronto and Montreal, the two 
Canadian cities included in the taby. 
lation, increased their 1932 financia} 
lineage by more than 62 per cent in 
1933. 

While it is admitted that the 
Canadian financial situation has not 
been as badly disturbed during the 
past few years as has been the Amer. 
ican, a cursory examination of these 
lineage figures would seem to indi- 
cate that the newly enacted securities 
act is tending to hold down advertis. 
ing of this type in the United States, 


Chefs Granted 
Free Rein in 


Chain Contest 


Boston, Mass., Nov. 23.—Introdue. 
ing three managers to the public in 
each advertisement, with the “spe 
cial” on which each rests his bid for 
fame on that day, the Waldorf Sys. 
tem, operating 147 restaurants in 
New England and the Atlantic coast 
territory, has struck pay dirt in its 
advertising. 

Until recently, managers in the 
Waldorf chain possessed little au 
thority, being little more than glori- 
fied clerks. As a necessary prelude 


Nov 


Mr. 


imp 


to the new campaign they were in- 
vested with new laurels, including 
the power to select their own daily 
specials. 

This gave the Goulston Company, 
the agency in charge, the opening it 
sought. A single piece of copy now 
tells about Guy Willard, 245 Wash- 
ington Street, who is offering beef- 
steak and kidney pie for 20 cents; 
Clifton Tanner, holding forth at 74 
Middlesex Avenue, Somerville, with 
roast shoulder of spring lamb for 25 
cents; and Jasper Billings, 63 War- 
ren St., Roxbury, who is featuring 
chicken croquettes at 20 cents. 

Each day three new managers are 
pictured, and their daily leader is 
described. Though the copy doesn't 
so state, prizes are awarded for sales 
increases, and every employe of the 
winning store participates in the 
money, making for good teamwork. 

The campaign will run through 
November in 23 papers in 17 cities, 
space ranging from 400 to 1,200 lines. 
A new campaign on a different sub- 
ject will start in December, one 
month being the length of each. 


“Debate” to Award Prizes 


for Letters From Readers 


Debate, “an impartial magazine 
presenting all views,” will publish its 
first issue in January, 1934. Lev 
Gleason is editor and Alexander 
Gregory literary editor. A feature 
will be ten pages of letters from 
readers, and $100 in prizes will be 
offered each month for the best let: 
ters on controversial subjects. 

Letters will be limited to 750 
words. Both sides of debated topics 
will be presented in the same issues. 
Departments will include the theater, 
moving pictures and books. 

Headquarters have been established 
at 132 E. Forty-second street, New 
York. 


Indera Moves Office 


The Indera Mills Company, Win- 
ston-Salem, N. Car., has moved its 
New York office to larger space at 
608 Wilson Bldg. 


Dr. W. H. Neel Dies 


Dr. William Hanna Neel, 77, for 15 
years connected with the advertising 
department of the New York Times, 
died Nov. 16 in New York. 


Pittsburgh Glass Names 


The Pittsburgh Plate Glass Com: 
pany has appointed Batten, Barton, 
Durstine & Osborn to direct adver: 
tising of Duplate Safety Plate Glass. 
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‘1 die reine op boy 
to be a Statistic.... 


Mr. John H. Gorman is a rather 
important executive in a rather 


important company. 


But in the picture he's just 


so much ‘“‘camera fodder’’. Just 
one ‘of a hundred and twenty- 
five million consumers. He rates 
only one ten-thousandth of a pink 
pin on the market maps to be 
found on many an advertising 


manager's wall. He and several thousand 


fellow-citizens (including one of his shipping 


clerks) have washing machines and telephones 
in their households—a fact quoted by pub- 
lication promotion managers to prove some- 


thing or other about all of them. 


Very good — as far as razor blades, smok- 
ing tobacco and chewing gum are concerned. 
But Mr. Gorman happens to be the kind 
of a gentleman you can’t always corner in 


a pie chart. 
For example: 


His personal income, as expressed in his 
is around $15,000. But 


Only yesterday he wrote out a check for 


latest tax return, 


$60,000 — for new packaging machinery 


to cut costs and give his company’s product 


greater sales appeal. And next week he’s 
scheduled to sit in a board meeting of that 
new brewery (he’s a director of three com- 
panies besides his own) to discuss the vari- 
ous proposals for the fleet of trucks they'll 


need. He’s a trustee of the local hospital, 


too — and gives his opinion on the invest- 
ment of their funds. And on his way home 
tonight, he’s going to get a new driver to 


slice. Still, his name is never 


cure that .... 


mentioned in Wall Street. 


Multiply Mr. Gorman by 87,000 and you 
have a picture of Business Week's subscrip- 
tion list; by three hundred to four hundred 
thousand to get a picture of its audience. 
But try to put that market down in charts 
nd statistics, and you'll find it just can’t 
be done. These men just can’t be measured 
by the popular promotional standards of 
automobile or refrigerator ownership, per- 


sonal income or what have you. 


But this we do know: Every one is an 


important executive of at least one impor- 


tant company. Every one has substantial 
purchasing power that bears no relation 
to his own not-to-be-sneezed-at personal 
income. And every one of them weeds 


Business Week. 


-He needs it because it’s the only place where 


he can find all the business news on which 
he must keep posted. The only magazine 
that brings him this news with the timeli- 
ness of a weekly, with the ‘‘what-does-it- 
mean-to-me?’’ interpretation of a keen, busi- 


ness-minded editorial staff, without the 
padding of 
feature stuff 


and oddities 


and success ___ stories 
that the business man 
would rather relegate 
to whatever  spare- 


time magazines he can read. 


Whether you're selling Lincolns or Macks, 
electric razors or high grade bonds, here’s 
And here’s a 


most economical way to reach it, without 


your most fertile market. 


waste circulation, with the assurance that 
these busy men will have to find time to read 


this important magazine. 


This market is waiting for you to stimulate 
its wants with something new and better. 
True, ordinary advertising, with ordinary 
emotional appeals won't do it. But, sound, 
rational sales talk will make these men 
listen — and reach for the check book. It 
is doing so now, for Business Week's astute 


advertisers. 


It can do more than you think for you. 


BUSINESS WEEK 


87,000 NET PAID 
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ADVERTISING AGE 


November 25, 1933 


Two Join Stedfeld 


C. E. Coryn, who has been con- 
nected with the Indiana Telephone 
Company, and Harold Kathman, for- 
merly with Fairchild Publications, 
New York, and W. S. Donaldson 
Company, St. Louis, have joined the 
H. L. Stedfeld Company, New York 
agency. 


Names Will Russell 
West Coast Wine Association, San 
Francisco, has named Will Russell & 
Co., San Francisco, to direct adver- 
tising. Newspapers and trade jour- 
nals will be used. 


Shows Cooling Equipment 

The General Electric Company is 
offering a new line of beer cooling 
equipment to fit the needs of all 


Three Incorporate 
New Shoe Firm 


Herbert L. Tinkham, former presi- 
dent of the W. L. Douglas Shoe Com- 
pany, Brockton, Mass., is president 
and director of the newly formed 
Bristol Mfg. Company, Bristol, R. L., 
maker of leather and rubber soled 
shoes. 

James F. Buckley, formerly with 
Kelly-Buckley Shoe Company, and 
Maurice C. Smith, Jr., former head 
of National India Rubber Company, 
are associated with him. 


Club Seeks Members 


The Automobile Club of Southern 
California, largest automobile club in 
America, has launched an advertising 
campaign for new members in about 
250 coast papers. Lord & Thomas, 
Los Angeles, is in charge. 


HOUSE ORGAN 
BUILDS SALES 
OF TOY TRAINS 


Lionel Aims at Larger Sales 
of Equipment 


(Picture on Page 24) 

New York, Nov. 23.—What is be- 
lieved to be the largest advertising 
campaign ever placed behind a line 
of toys has been started by the 


Lionel Corporation, centering around 
the annual catalog of toy railway 
trains and supplies. 

A full page in color will appear in 
the Nov. 26 issue of The Comic 
Weekly, while half-page comic color 
advertisements will be run in a few 
other cities with smaller space else- 
where. Black and white copy will be 
spotted in 20 other cities. 


Train Has Sound Effects 


The magazine phase of the cam- 
paign includes copy in boys’ and 
parents’ periodicals. Advertising in 
the boys’ publications started in 
October and continues through De- 
cember, mediums used being the 
American Boy, Boys’ Life, Open Road 
for Boys, and, in addition, Popular 
Science and Popular Mechanics. De- 


types of dispensers. 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


330 West 42nd Street 


IG numbers don’t always indicate 

superiority. Take a golf score-card, 
as one example. Or a business paper’s 
circulation statement as another. 


Business and industrial advertising must 
travel down a narrow “fairway”—straight 
to its selected, limited audience. It must 
pay to reach only its logical prospects. 
Every dollar spent on advertising to excess 
circulation is a shot “in the rough.” 


That’s why you can’t judge a business 
paper’s value simply by its circulation 
statement. That tells you “How Many” 


American Machinist 


Aviation 


Bus Transportation 
Business W 


Coal Age 
Construction Methods 
Electrical Merchandising 


it'sthe LOW SCORE that wins! 


readers. But you also want to know “Who 
are these readers? . . What positions do 
they hold? . . Have they the interest and 
authority to respond to advertising?” 


McGraw-Hill’s “unit coverage” policy in 
each field is to sign up as many key men 
in as many worth-while plants as possible. 
To cover plant by plant, job by job,—no 
matter how far off the beaten path. To 
see that those men who should be buying 
McGraw-Hill papers do so; that those 
who shouldn’t, don’t. Personal solicita- 
tion in the field is supplemented by mail 
campaigns addressed only to carefully 
selected and limited lists of known 
worth-while prospects. 


The result is to keep the numerical circu- 
lation of our papers down—the quality of 
that circulation up. To sell you fewer 
readers, but more bona-fide prospects for 
your product. To make your advertising 
so much more economical and resultful. 


Would you like to be shown? 


We’ll only be too glad to have you visit our circula- 
tion department, watch us at work, inspect our gal- 
leys. Just write or phone our Advertising Manager. 
He’ll welcome you with open files. 


New York, N. Y. 


Engineering and Mining Journal 


Metal and Mineral Markets 


: eek 
Chemical & Metallurgical 
Engineering 


Electrical West 
Electrical World 
Electronics 


and Maintenance 
Food Industries 


(Domestic and Export Editions) Power 
Engineering News-Record Product Engineering 
Factory Management Radio Retailing 


Textile World 
Transit Journal 


cember issues of a number of wo- 
men’s magazines are scheduled. 
Added to this is a twice-a-week 
radio series until Christmas through 
52 key stations of the National 
Broadcasting Company’s red _ net- 
work. To develop an audience 100 
newspapers are being used for pro- 
gram announcements. 

Point of sale material includes 
lithography reproducing the Lionel 
engine and car in giant size so that 
the selling features are discernible 
at a glance. 

The aim of much of this adver- 
tising is to get the yearly catalog 
into boys’ hands. This book is the 
same in size as last year—52 pages 
in color—but its circulation is being 
materially increased. 


Approximately 20,000 will be sent 
through the mails and 500,000 de- 
livered through the dealer. This is 
the fourth issue of the catalog. 

The product itself has had new 
selling features built into it. Like 
the movies, Lionel’s electric trains 
have taken on sound effects—a 
“chugger” which simulates the ex- 
haust of real locomotives. There is 
also a new remote control. 

No toy manufacturer heretofore 
has ever conducted as extensive a 
radio program as that now under 
way, Officials say. Its commercial 
efforts are devoted 75 per cent to in- 
creasing the circulation of the Lionel 
house organ, which has become a po- 
tent force in the company’s advertis- 
ing, and 25 per cent to direct prod- 
uct selling. 

The entertainment attraction of 
the broadcast series is a presentation 
each Sunday and Wednesday of 
Mike Bolan, railroad veteran, telling 
true railroad adventure stories, some 
recent and some dating back many 
years. These stories were obtained 
through the cooperation of railroads 
to whom Lionel executives addressed 
inquiries in preparing the program. 


House Organ Important 


In reply to requests already re- 
ceived in response to the broadcasts, 
250,000 copies of the house organ, 
the “Lionel Magazine,” one of the 
few that are self supporting, are be- 
ing forwarded to boys throughout the 
country. 

Growth of this publication is a suc- 
cess story in itself. The magazine, 
containing exciting railroad stories 
and “how to make it” articles, is sent 
free to boys who join the Lionel 
Engineers, a club started two years 
ago at Newark with a membership 
of 500. It now has 17,000 members 
ranging in age from seven to 15 
years, and the club’s membership fee 
covers the operating costs of the or- 
ganization, as well as the cost of the 
house organ. 

Issued every other month hereto- 
fore, the magazine in 1934 will come 
out monthly except for the two mid- 
summer months. It is a means of 
selling additional equipment such as 
signals and stations, rather than of 
getting train sales, and its value may 
be gauged by the fact that equipment 
now accounts for 40 per cent of the 
firm’s total volume. 

The November-December issue 
carries a full page direct train set 
advertisement this year along with 
editorial material which will induce 
the boy to visit local dealers. 


How Members Are Secured 


Enthusiasm with which the idea 
is received is well illustrated by the 
fact that last year coin cards en- 
closed with each train set sold 
brought 5,000 fifty-cent pieces for 
membership fees rolling back through 
the mails. Most of last year’s mem 
bership came through a page adver: 
tisement in the magazine. A similar 
page appears in the current issue. 

As a premium, miniature outdoor 
signs supplied by outdoor advertis- 
ing firms last year were given in sets 
of four as aids to the boys in build 
ing realistic scenery for their rail 
roads. A total of 10,000 sets were 
distributed. This offer is not re 
peated for 1934. 

Instead, the appeal for renewal is 
based on the world wide scope of the 
magazine, its adventure and science 
storiés, and opportunity to corre 
spond with members in other lands, 
which it has been found boys eagerly 


seize upon, some for the stamps. 


N 


eer * = 
‘. = aia en acme | 4 
— rr RRRRRRRRRRRReeeeeeeeee eee eer 
: —_ a ——l 
| —— 
” i i 
es. 
a a a Se 
ee | | : | : 
ce es ; eres = 
ce. (aissiidieancicansininsteliitiibiniensenssitentnaien EE ET LEAR ST ED : 
San 
tes 
bree 
_ tre 
: | ee 25 
“ tic 
wf all 
: . be 
of Lo 
cote oy 
: . . for 
ces 
eee : 
a Zt 
. : é wh 
, ) b, tio 
7 i. S2 x 
) y ' cul 
a : cus 
, an, 
oO i ; 
ee % | 
oe | ) 7 
' | , . cal 
sia — : N < coc 
a ail A. va 
sate pa ee : 
; wl A (\\ § : 
‘iia — : f ups 
a | | | } oy tio 
eee | = 
a = Pay | ff ac qui 
as e eae : oh oe ee ; . 
lei: | et 4 : 
aA | . 
4 P nov 
“ F tior 
a pes 2 
- | tra 
- ser’ 
ope 
| ecu 
ea : 
| | own 
: the 
that 
tior 
| era’ 
ai as : 
eee , 
an | 
bee; 
= thre 
: ) cow 
a usir 
a es : 
; = aii os : 
ae: som 
sail : 
basin a ; 
: Sery 
erou 
oti 
the 
lowi 
typi 
the ¢ 
hote 
Der 
TI 
Pape 
Carb 
| Mote 
| hun¢ 
P It 
the { 
dizzi; 
ES ‘catenin Mind 
a ; the 2 
: ‘\ & lar 
accid 
* cent 
3 eee Sc eg, OS ee 
“ii ince, ta : sity Wing ie ts ns : Peete ee Fe ay a eee, ahaa " + ; aa as om Be 2 eal ies : coaiees akc ays == e : pies eats ae oer a ea Foe See ne OARS oh Ee Series 
ae ge Re Mr A teligg ne Sea 2 ab eebiede|: ete Re ae RN AG as regis ieee 2 ee I ne aD 
sacs oN : : ne ee ae ae sega bs ro ya. 1h. a erm rete Ponty oboe Mee So Re coeue ee Gene cir vr ak ee 
Seo eee ee a = a ee, ae 3 i 


rertis- 
prod- 


yn of 
tation 
iy of 
elling 

some 
many 
tained 
lroads 
ressed 
gram. 


ly re- 
icasts, 
organ, 
of the 
ire be- 
yut the 


a suc- 
razine, 
stories 
is sent 
Lionel 
) years 
ership 
embers 
to 15 
hip fee 
the or- 
of the 


hereto- 
ll come 
vo mid- 
2ans of 
such as 
than of 
ue may 
1ipment 
; of the 


issue 
‘ain set 
ig with 
- induce 


red 


he idea 
i by the 
irds en- 
et sold 
ces for 
through 
’s mem 
e adver: 
. similar 
issue. 
outdoor 
advertis- 
n in sets 
in build 
reir rail 
ets were 
not re 


snewal is 
pe of the 
d science 
to corre 
er lands, 
Ss eagerly 
tamps. 


November 25, 1933 


ADVERTISING AGE 


15 


“DOWER PROVER” 
APPEAL TESTED 
IN NEWSPAPERS 


Cities Service Wars on Gar- 
bon Monoxide 


(Picture on Page 24) 

New York, Nov. 23.—Use of news- 
papers as mediums for carrying on 
the war precipitated by the Cities 
Service Company against the public 
enemy, carbon monoxide gas, is be- 
ing tested in two cities, Kansas City, 
Mo., and Springfield, O. 

The advertising features the Cities 
Service “power prover,” a device for 
testing motor combustion efficiency 
by analyzing exhaust gas, whose in- 
troduction was reported in the Feb. 
25 issue of ADVERTISING AGE. Inser- 
tions in the test campaign are usu- 
ally of 1,100 lines, although a num- 
ber of full pages are also being used. 
Lord & Thomas are in charge. 

The general public has been made 
familiar with the economy and per- 
formance advantages of “power 
prover” service through regular an- 
nouncements during the Friday even- 
ing Cities Service radio concerts, 
while advertising in trade publica- 
tions has hailed its advantages to 
dealers, mechanics, and others. The 
current newspaper campaign dis- 
cusses the subject from another 
angle, emphasizing the tragic results 
of carbon monoxide poisoning. 


Public Officials Help 


Public officials have shown a 
marked willingness to cooperate, be- 
cause the plan has as an essential 
factor a public safety aspect. The 
cooperation has been expressed in 
varying degrees, police officials in 
one city, for example, going so far 
as to send all cars involved in smash- 
ups to Cities Service gasoline sta- 
tions for the test. 

The “power prover” service, re- 
quiring the apparatus, tools and space 
to accommodate two or three auto- 
mobiles at a time, is being expanded 
as rapidly as possible, according to 
an executive of the company. It is 
now available at the company’s sta- 
tions in 80 cities. 

As a result of its promotion in 
trade publications, power prover 
service is being given motor vehicles 
operated by 3,000 fleet owners, ex- 
ecutives say. 

Among the reasons for the fleet 
owners’ ready acceptance of the plan, 
the company points out, is the fact 
that it brings more economical opera- 
tion. A large middle west fleet op- 
erator, for example, is said to have 
saved 70,000 gallons of gasoline since 
he began using the service. 

Some bus companies are interested 
because their franchises have been 
threatened by cancellation on ac- 
count of fumes harmful to others 
using the public thoroughfares and 
food companies, particularly bakers, 
are reported enthusiastic because in 


Some cases they have found fumes 


were tainting their products en route 
to the retailer and consumer. 


Called An Economy 


On the economy feature, the Cities 
Service Company has received num- 
erous testimonials from motorists 
noting mileage gains as a result of 
the tuning given their motors fol- 
lowing the “power prover” test. A 
typical testimonial, such as make up 
the commercial radio announcements, 
hoted an increase from 13 to 18 miles 
per gallon. 

The first copy in the test news- 
Paper campaign announced war on 
Carbon monoxide, “menace to every 
Motorist . . the probable cause of 
hundreds of unexplained accidents.” 

It described the stealthy attack of 
the gas, its drugging effect, causing 
dizziness, sickness and affecting both 
Mind and muscles. It suggested that 
the gas probably was responsible for 
4 large number of the 600,000 motor 
accidents last year, wherein 96 per 
Cent of the cars were without known 


defects in safety equipment and 91 
per cent of the drivers were without 
mental or physical defects. 


Other Appeals Subordinated 


In this and subsequent copy the 
protection afforded in power prover 
service is strongly emphasized. Other 
appeals, such as increasing engine 
efficiency, obtaining quicker starting 
in cold weather and pick-up, as a 
result of a thorough adjustment of 
all mechanism which affects combus- 
tion—carbureter, timer, spark plugs, 
generator and battery, wiring, etc.— 
are being subordinated to the safety 
theme. 


The charge for this added filling 
station service is fixed at 50 cents a 
cylinder, exclusive of parts. 


Four Pick Maish 


Advertising of O. M. Scott & Sons, 
lawn seed, Marysville, Ohio; Print- 
ing Machinery Company, Cincinnati; 
Miami Valley Chick Hatchery, Sid- 
ney, Ohio; and Golden Rule Hatch- 
ery, Bucyrus, Ohio, is being placed by 
Jay H. Maish agency, Marion, Ohio. 


Sales Increase for Month 


Sales of National Bellas Hess for 
October were 58 per cent higher than 
for the corresponding period last 
year. 


Appoints Hansen 
The New York Evening Post has 
appointed Harold C. Hansen as New 
England advertising representative, 
with headquarters at 1 Federal St., 
Boston. 


Specials Pick 
Fitzgerald on 


Regular Ticket 


Chicago, Nov. 23.—John T. Fitz- 
gerald, of Reynolds-Fitzgerald, Inc., 
was nominated as president of the 
Chicago Newspaper Representatives 
Association this week. Selection on 
the “regular” ticket is regarded as 
tantamount to election. The annual 
meeting will be held Dec. 11. 

Other nominations: For vice-presi- 
dent, John E. Lutz; secretary, C. K. 
Gittings, M. C. Mogensen & Co.; 
treasurer, H. E. Scheerer, Scheerer, 
Ine. 


Directors, Elmer C. DeClerque, 
Henry DeClerque, Inc., retiring presi- 
dent; W. G. Cresmer, Williams, 
Lawrence & Cresmer, two years; Syl- 
vester Blish, John Budd Company, 
one year. 

The nominating committee was 
comprised of George T. Noee, Noee, 
Rothenburg & Jahn; P. L. Henriquez, 
St. Louis Post-Dispatch, and Charles 
B. Nichols, Branham Company. 


Meyers Has Own Office 


Paul Meyers, formerly with Cole & 
Meyers, publishers’ representatives, 
has opened his own office at 611 
Wrigley Bldg., Chicago, as Paul 
Meyers & Associates. He will rep- 
resent Outdoor Life, Travel, and Na- 
ture. E. M. Cole continues at the old 
address. 
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than the general average.) 


ET’S sneak up on the shadow that 
stands behind every buying wife, 

and take a closer look at him. He is 
important, for besides influencing the 
choices of his wife, he pays the bills. 
Can he afford to pay for your product? 
This one can. He is the male head 
of the average family of Redbook 
readers. His income is $4,401 a year. 
(That’s the average income of Red- 
book-reading families—49% greater 


That’s one reason why advertisers 
whodisplay their wares in Redbook are 


THE SHADOW OF A MAN 


STANDS 


getting more results for their money. 

There’s another reason. A $2 book- 
length novel is now printed complete 
in every issue of Redbook. Each issue 
of Redbook stays on the living room 


table until every member of the fam- 
ily has read that full-length novel. 
An advertisement in Redbook is a 
live force—not for days, but for 
weeks and months. 


Why not concentrate upon Red- 


book’s 650,000 families (guaranteed)? 
A campaign in Redbook costs only 
the price of a few insertions in one-sex 
media whose basic rate is 30% higher 
for reaching women without men. 

Sell the family and you sell all. Red- 
book Magazine, 230 Park Avenue, 
New York. 


BEHIND EVERY WOMAN WHO BUYS 
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Radioart Picks Reps 


Radioart Guild of America, Los 
Angeles producer and distributor of 
electrical transcriptions for broadcast 
purposes, has appointed Mrs. H. B. 
Lockwood, with offices in the Drake 
Hotel, as Chicago representative. 
Frank Herman, Humboldt Bank 
Bldg., San Francisco, will represent 
the organization in that territory. 


Appoint C. A. Penn 


Poultry Supply Dealer and Seed 
Merchant, Chicago, have appointed 
Charles A. Penn, New York, as east- 
ern advertising representative. 


Curtis Moves 


Curtis Publishing Company has 
moved its Boston advertising office to 
the Statler Bldg., 20 Providence St. 


Agency Quits; 
Accounts Go to 
Maxon, Chicago 


Chicago, Nov. 23.—-The Chicago 
office of Maxon, Inc., took over the 
accounts of Julius-Glidden-Chase & 
Hooker last Saturday, also occupy- 
ing the latter’s offices at 180 N. Mich- 
igan Ave. Maxon has been in the 
333 N. Michigan Ave. building here- 
tofore. 

Under the new arrangement, 
Maxon, Inc., will handle the adver- 
tising of Blue Valley Creamery Com- 
pany, Chicago, and Combustioneer, 
Inc., Springfield, O. H. Coy Glidden 


goes to Maxon, Inc., and will con 
tact these accounts, it is understood. 

The new deal gives Maxon a more 
commanding position in the Chicago 
territory and presages considerably 
more activity by the agency in this 
market, it is believed. Lester J. 
Sholty is in charge of the Chicago 
office. 


Mansingwear Shifts 


The Munsingwear Corporation, 
Minneapolis, has transferred its ac- 
count from Aubrey, Moore & Wallace, 
Chicago, to Roche, Williams & Cun- 
nygham, Chicago, although the for- 
mer agency will continue to handle 
advertising of Wayne Knitting Mills, 
Belle Sharmeer stockings, a Mun- 
singwear subsidiary, and Vassar 


Swiss Underwear Company. 


- —_——— 


new market. 


Even if not another cent 
of capital were released, 
enough has accumulated 
to assure anew Wwin- 
ter peak in construc- 
tion —in other words, a 


manufacturer can carry on the good work—increase 
his business in the broadened market and thereby in- 


Two Name Gerth 


Advertising of the H. C. Little Bur- 
ner Company, San Rafael, Cal., which 
will use trade papers, and the Handy 
Hopper Company, San _ Francisco 
maker of kitchen appliances, to use 
newspapers, has been placed with 
Edwin P. Gerth & Co., San Francisco. 


Kellogg Has Display 


The Kellogg Switchboard & Supply 
Company, Chicago, has developed an 
illuminated display which employs 
electrical physics and chemical phe 
nomena, and is said to be unusually 
colorful and vivid. 


J. W. Brown Moves 


The J. W. Brown Advertising 
Agency has moved to 18 E. Fourth 
St., Cincinnati, O. 


The construction and capital curve 
reverses history and points definitely to 
a winter of high construction activity. 


_— 


Here is the usual 
behavior of con- 
struction during 
the last half of 
the year. 


1933-34 holds every promise of being an unusual 
winter in the construction industry. From an equip- 
ment standpoint, though, this new construction mar- 
ket will be only as big as manufacturers choose to 
make it. If engineers and contractors feel they can 
take work this winter with old, run-down equipment 
and make a profit under present conditions it is the 
fault of manufacturers who can convince them 
otherwise if they will try. 


This is no time for silence on the part of any manu- - 
facturer whose product is better than it was in 1929 or even 1932. Lost win- 
ter orders will not be the only penalty for selling timidity and hesitancy. 
Opportunities for increased employment in equipment plants—one of the 
main objectives of the PWA—will be missed. —The Administration is on the 
job expanding this winter market. Every equipment 


crease employment in his plant. 


Selling time now is here. It is the time for aggressive 
effort in the construction market. Advertising in the 
December issues will give you a month’s start on this 


potential business. 


The manufacturer who 
sells by the calendar in- 
stead of by the market 
may lose out to those 
who see the facts and 
a 


dvertise now. 


NEWS-RECORD 


CONSTRUCTION METHODS, 


New York 


WESTERN ROADS 
JOIN HANDS TO 
CREATE TRAVEL 


New Low Rates Provide Prob- 
lems for Competitors 


Chicago, Nov. 23.—Following their 
initial announcement of the lowest 
fares within the memory of the pres- 
ent generation, western railroads wil) 
repeat the blast on Dec. 1, when the 
new low rates take effect. Adver- 
tising thereafter depends on the in- 
terest manifested by the traveling 
public. 

Every daily newspaper in the terri- 
tory affected carried the original an- 
nouncement and is likewise on the 
schedule for the second. The larger 
cities will get 190 lines on four col- 
umns, others 145 lines on three col- 
umns. The copy will run in Chicago, 
Indianapolis, Louisville, Memphis, 
New Orleans and all points west. 
The advertising was produced by 
the Caples Company and placed by 
it and two other Chicago agencies— 
Roche, Williams & Cunnynghan, 
Inc., and Stack-Goble Advertising 
Agency. All three agencies have 
placed individual copy for some of 
the fifty-odd railroads participating 
in the experiment. 


Eastern Roads Hold Rates 


The new fares represent the great: 
est merchandising effort ever made 
by western roads. While those in 
the east declined to make the rate 
slashes for the present, they are 
watching the results with intense in. 
terest. 

The new rates of the western roads 
follow experiments with reduced 
rates inaugurated by several systems 
in the south, notably the Louisville & 
Nashville, which reduced rates to all 
points on its lines some time ago 
and announced that results were en- 
tirely satisfactory. 

Heretofore, railroad copy has 
sought to tempt the public by ad 
vertising special rates for certain 
trips. This advertising has played 
directly into the hands of competi- 
tors, especially the mobile bus lines, 
which almost invariably took the 
play away from the roads by meeting 
their prices. 

The double cut in price—the second 
represented by removal of the Pull 
man surcharge—gives the bus op 
erators something new to think 
about. One expert said they cannot 
meet the new railroad rates and stay 
in business. 

The new base rate is three cents 
a mile, compared with the old rate 
of 3.6 cents, a reduction of 1624 per 
cent. This new rate applies to travel 
in all classes of equipment. For 
travel limited as to equipment and 
for round trips the slashes are even 
deeper, amounting to as much as 
4435 per cent. Sleeping and parlor 
car charges have been reduced by 
one-third. 

These facts provided the basis for 
the new slogan used in the adver: 
tising: 

“Travel by train for safety, com- 
fort and economy.” 


New Dark Beer Is 
Produced by Schlit 


Schlitz Brewing Company, Milwat 
kee, has begun production of a neW 
dark beer which will be supported 
with advertising. 

The company also plans to step uP 
alcoholic beverage of its regular 
brew. 


Form New Agency 
Vincent S. Hall has been named 
president of the newly organized 
Piedmont Advertising Agency, Inc. 
Greenville, S.C. L. W. Hammond is 
vice-president and J. M. Curtiss, sec 
retary-treasurer. 


Rapid Copy Expands 
Rapid Copy Service Company has 
opened a new branch office at 


Madison Ave., New York. 
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DISTILLERS TO 
OPERATE UNDER 
DRASTIC CODE 


“FAN” Takes Its Place in 
Federal Alphabet 


Washington, D. C., Nov. 23.—Rigid 
federal control of the liquor trade is 
toreshadowed by the AAA code for 
distillers which has been drafted by 
the President’s intra - departmental 
committee and which was submitted 
to the distilling industry yesterday 
py the AAA. Public hearings on the 
code are scheduled to begin here Fri- 


day. 
The code worked out by govern 
ment officials replaces that tenta- 


tively put forward by distilling in- 
terests, and goes much further in 
several respects than the industry’s 
original code. Major provisions of 
the code include: 

Creation of a federal alcohol ad- 
ministration which would issue per- 
mits to all distillers. 

A prohibition against distillers 
having any interest, direct or indi- 
rect, in the retail sale of liquor. 

Distillation of liquor to be _ re- 
stricted to the use of ingredients 
produced in America. 

A prohibition against the sale of 
barrel whisky to retailers by dis- 
tillers. 

To Set Prices and Output 


Under the code the federal alcohol 
administration, which will take its 
place in the alphabetical government 
set-up as FAA, would have the power 
of review over distillers’ prices, with 
authority to set them aside if it con- 
sidered them too high or too low. 
This in effect gives the FAA the 
right to fix prices. 

The administration would likewise 
have the right to control production. 

The FAA is to have five members, 
all to be appointed by the president. 

It was indicated by the AAA that 
similar codes, although somewhat 
less far-reaching in operation, will be 
formulated for the control of the 
brewing industry and the wine in- 
dustry. 

The distillers’ code eliminates the 
suggestion advanced some time ago 
that a government corporation be set 
up to handle the entire liquor trade, 
and is reported to be more or less 
temporary in its operation, filling the 
gap until congress may pass suitable 
legislation. 

It is understood, however, that fed- 
eral legislation of the liquor business 
will in all likelihood follow the lines 
laid down in the proposed code. 


Brewery May Not 
Give Free Beer 


The El Rey brewery, San Francisco, 
has been enjoined from giving a free 
glass of beer to patrons of a motion 
picture theatre, on the grounds that 
ho distinction is made between 
minors and adults. 

The company, a new one, used full 
Pages in coast newspapers to an- 
hounce its sampling campaign, which 
was halted in Sacramento by objec- 
tions from women’s clubs. 


“Esquire” to Become 
Monthly in January 


Esquire, which recently began its 
career as a quarterly magazine, will 
become a monthly with its next 
issue, dated January and on the 
Stands early in December. 

The David A. Smart Publishing 
Company, Chicago, will release one 
or two pieces of newspaper copy 
through McCann-Erickson, Inc., New 
York, simultaneously with appear- 
ance of the January number. 


Has Radio Service 

F. W. Stevenson, formerly con- 
hected with radio stations in Colo- 
ado Springs, Colo., has organized 
the Radio Advertising Service in 
Denver, to represent stations in the 
ocky Mountain region, including 
KFXF, Denver; KVOR, Colorado 
Springs; KGHF, Pueblo, and KFKA, 
Greeley, 


Parker’s New Work 
Leslie L. Parker, formerly in the 
advertising department of General 
Motors, and later a space buyer for 
Campbell-Ewald Company, has joined 
the advertising staff of Boy Scout 
Publications, comprising Boys’ Life, 
Scouting and the Handbook for Boys. 
He will be in charge of the Detroit 
territory, with headquarters at 241 
Glendale Ave. 


Camel Returns to Air 


The R. J. Reynolds Tobacco Com 
pany will return to the air late in 
November with a series of half-hour 
programs over a nation-wide Colum- 
bia network. The series will feature 
Glen Gray’s original Casa Loma Or- 
chestra and the girl harmony trio, 
Do Re Mi, and will be heard Tuesday 
and Thursday at 10 p. m., EST. 


Of Progress to 
Play New York 


Detroit, Mich., Nov. 23.—Ford 
Motor Company will move its Exposi- 
tion of Progress, which recently 
played to a gate of over one million 
persons in Detroit, to New York, 
where it will open Dec. 9 and run for 
two weeks. 


The New York show will be under 
the direction of the Ford branch at 
Edgewater, N. J. 

It could not be learned at Dearborn 
headquarters whether the rumored 
new Ferd model would be introduced 


at the New York exposition. 

Depending upon the success of the 
New York show, the exposition may 
later be moved to Chicago, officials 
said. 

The Detroit exposition showed the 
evolution of the Ford automobile 
from the first model of 30 years ago 
to the V-8 of the present. Several 
other manufacturers, makers of Ford 
parts, collaborated with Ford in 
staging the show. 


Oppose Restriction 


Machinery manufacturers are meet- 
ing in Washington to fight a clause 
in their code which restricts produc- 
tive units. They claim that such a 
clause would make it impossible to 
advertise for new business or solicit 
new trade. 


Agencies Expand 


The Goodwin Corporation has con- 
tracted for the entire sixth floor of 
the Mather Tower, 75 E. Wacker 
drive, Chicago, and Schwimmer & 
Scott, advertising agency, has also 
expanded its space in that building. 


Haas Appoints Dake 


Haas Bros., San Francisco packer 
of “Trupak” canned foods and whole- 
sale distributor of food products and 
liquors, has named Dake Advertising 
Agency, San Francisco. California 
newspapers are being used. 


Joins De Soto 


Major Alexander P. de Seversky, 
noted aeronautical designer, has 
joined De Soto Motor Corporation, 
Detroit, as consultant engineer. 


HON. R. J. MANION 
Minister of Railways, 
OTTAWA 


——— 


“Tam a regular reader of Maclean’s Magazine. 


I congratulate you upon its high quality” 


RTICLES which Maclean’s has published during the last few years 
have influenced not only the course of events in Canada but the march 

of international affairs. In Geneva, in Paris and in London, as well as in 
Ottawa, Maclean’s has played a constructive part as a source of accurate 
and important information. 


Maclean’s is read and respected by substantial, worthwhile people in every 
part of Canada. They like the consistently Canadian character of Maclean’s; 
they enjoy the enterprise and alertness which each issue demonstrates. 


No other magazine is so frequently quoted by Canadian public men as 
Maclean’s. No other magazine approaches its position of leadership in 
Canada. And no other magazine is so effective as a means of promoting 
the sale of nationally distributed products. 


Maclean’s—Canada’s National Magazine 
Head Office 481 University Avenue, Toronto; Branches: Montreal, Chicago, New York 
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ADVERTISING AGE 


Thomas Varney Dies 


Thomas H. B. Varney, retired bill- 
board advertising man and former 
member of Varney & Green, advertis- 
ing agency, died in San Francisco 
last week of a heart attack. He was 
75 years old. 


Roy Clark Promoted 


Roy Clark has been appointed 
vice-president and general manager 
of the Piggly Wiggly Corporation, 
Cincinnati. He will retain his title 
of assistant to the president of the 
Kroger Grocery & Baking Company. 


Nurseries to Glaser 


Advertising of Bay State Nurseries, 
Inc., North Abington and Framing: 
ham, Mass., has been placed with 
Louis Glaser, Inc., Boston. Radio, 
direct mail, magazines and news- 
papers will be used. 


Exhibit Best Printing 
The Society of Typographic Arts, 
Chicago, opened an exhibit of the 
fifty best books of the year, from the 
standpoint of typography, at the New- 
berry Library, Nov. 22. 


Ramco Piston 
Rings to Use 
Consumer Copy 


St. Louis, Mo., Nov. 23.—After 
many years of trade-paper advertis- 
ing, which made Ramco Piston Rings 
well and favorably Known to repair 
shops, Ramsey Accessories Manufac- 
turing Corporation broke into the 
consumer field this week with copy 
in the Saturday Evening Post. 

Outdoor advertising will be heavily 
used in this initial consumer cam- 
paign and publication copy and post 
ers will be tied together by repro- 
ducing the posters in the magazine 
copy. The brief story told on the 
24-sheet posters will be recited in de- 
tail and at great length in the Post. 

Price is given great emphasis in all 
consumer advertising, “new car per- 
formance for $18 and up” being 
promised. This price is possible be- 
cause the Ramsey Ramco method al- 


lows the repairman to install rings 
on pistons without reboring cylinders 
and putting in new pistons. 

For the motorist with a technical 
bent, the company is offering a 32- 
page booklet, “How to Analyze Your 
Motor.” This was originally written 
for repairmen, but the company be- 
lieves that more and more drivers 
ire becoming familiar with the mech- 
anism of their cars and that such a 
booklet will find a ready demand. 

Early responses to the advertising 
indicate that the percentage of such 
drivers is even higher than was ex- 
pected. Beecher Advertising Com- 
pany is in charge of the campaign. 


Stops Seaiey Issue 


The Trinidad, Colo., Chronicle 
News has discontinued its Sunday 
edition and is now published evre- 
nings except Sundays. 


Ernest Palmer Dies 


Ernest H. Palmer, Pacific coast 
manager of the Miehle Printing Press 
& Mfg. Comany, died this week in 
San Francisco. He was 71. 


American Distillers Corp. 
Appoints Warner-Clifton 


The American Distillers Corpora- 
tion, San Francisco, has placed its 
advertising with Warner -Clifton 
agency. 

The company plans to use news- 
papers, billboards and radio after re- 
peal for London Club Gin and Nor- 
mandie Vermouth. 


Mill Picks Chirurg 


Smith & Winchester Mfg. Com- 
pany, South Windham, Conn., paper 
mill machinery, has appointed James 
T. Chirurg Company, Boston, to han- 
dle its advertising. 


Tacoma Papers Appoint 


The Tacoma, Wash., Ledger and 
News-Tribune have appointed Loren- 
zen & Thompson as national adver- 
tising representatives. 


Silver Firm Appoints 

| Rogers Lunt & Bowlen Company, 
Greenfield, Mass., maker of silver- 
ware, has appointed Richardson, 
Alley & Richards, Boston. 


* ® PM tak 
one PRE ACAwe * 


Chicago’s $2,000,000.00 
“Skyline of Signs” 


In my recent article, 


By W. D. KRUPKE, 


General Sales Manager 


FEDERAL ELECTRIC COMPANY, CHICAGO 


“A New Era in Adver- 


tising,” I called attention to Chicago’s $2,000,000 
“Skyline of Signs,” rivaling in sheer brilliance, 
color and dollars invested New York’s “Great 


White Way.” 


Shown here are a few of thos¢ signs—visible 
evidence of Federal leadership in the electrical 
advertising field—visible evidence that a new era 
in advertising zs in full swing—and, what is most 
important, visible evidence of the acceptance of 
Federal “spectaculars” by leading national ad- 
vertisers as a vital force in their advertising 


programs. 


Once again, therefore, Federal, pioneer of 
a new era in advertising, pioneers in another di- 
rection—in creating for national advertisers a 
new force in advertising—a “Skyline of Signs” 


fast becoming known 


throughout the world— 


driving home their messages to 500,000 consu- 
mers both night and day (for Federal spectacu- 
lars have not only night value, they have day 


value as well). 


To you, therefore, 


we extend a cordial invi- 


tation to consider this new force in advertising. 


We invite you too to profit from the 500,000 
daily circulation being enjoyed by advertisers 
now represented on Chicago’s “Skyline of Signs” 


—at a surprisingly low 


lation! 


cost per thousand circu- 


Get the facts about Chicago’s “Skyline of 
Signs”! Choice locations are available for your 


consideration. 


Address Federal Electric Com- 


pany, 225 North Michigan Avenue, Chicago. 


BANKERS TURN 
TO ADVERTISING 
UNDER NEW DEAL 


Rooseveltian Policies Re: 
flected in Two Cases 


San Francisco, Cal., Nov. 23~ 
Members of the Federal Home Loan 
Bank are taking newspaper space in 
this area to inform homeowners that 
funds are available for improving 
their property. The campaign, said 
to be the first in which a semi-goy.- 
ernment agency has resorted to ad- 
vertising space to make important 
facts known to the public, has at 
tracted attention at Washington ag 
well as along the Pacific coast. 

The Federal Home Loan Bank of 
Los Angeles is distributing copies of 
the advertisements to building and 
loan associations in its area. 

W. E. Bouton, chairman of the 
San Francisco organization, told Ap 
VERTISING AGE that the Federal Home 
Loan Bank, though made a perma: 
nent part of the American banking 
structure by recent legislation, is 
little understood by those whom it 
was designed to help. 

Hence Warner-Clifton Advertising 
Agency, of San Francisco, was com- 
missioned to state the facts in under. 
standable terms in newspaper adver- 
tising. 

Explains Purpose 

“The Federal Home Loan Bank is 
to urban real estate,” explained Mr, 
Bouton, “what the Federal Reserve 
Bank is to commercial and industrial 
banking. Its purpose is to. give 
liquidity to building and loan asso- 
ciations and the advertising was in 
tended to encourage the public to 
avail itself of the improved facili: 
ties.” 

The copy explained that any home 
owner can borrow money for im- 
provement of his property from any 
of the building and loan associations 
listed in the advertisement. The im- 
portance of the construction indus. 
try to recovery was emphasized and 
the reader urged to use his share of 
the large credit made available. 

William S. Warner, president of 
Warner-Clifton, said that critics of 
the legislation had claimed that home 
owners would hesitate to borrow. 
This proved true, but the advertising 
soon broke the dam, and the bank is 
overwhelmed with inquiries. 


Bank Humanizes 
Financial Report 


Washington, D. C., Nov. 23.—With 
approval of the Comptroller’s Office 
of the United States Treasury, the 
Hamilton National Bank has pub 
lished what the advertising describes 
as “an easy-to-read and easy-to-under- 
stand statement.” 

Instead of assuming that everyone 
knows the meaning of “resources,” 
the advertisement explained that 
“this is what we own.” Other items 
in the report were explained in some 
what the same manner. 

The Hamilton National Bank rep 
resents an amalgamation of sevel 
closed or restricted banks of the Dis 
trict of Columbia. 

An official of the Comptroller’s Of 
fice asserted that “we are urginé 
bankers to advertise their financial 
condition widely, putting the state 
ment in form easily understood by 
the average depositor. This will not 
only build good will but give the 
public a better knowledge of banks 
and their methods, thus making 
banks less vulnerable to rumors.” 


Plan Asparagus Campaign 


Prospect Island Farming Company, 
Rio Vista, Calif., has appointed the 
Kelso Norman Organization, Sal 
Francisco, to direct national advertis 
ing for its asparagus. 


Columbia Picks Walker 


Columbia Steel Company, Sal 
Francisco, has appointed the Walker 
Advertising Agency, San Francisco. 
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FIRST YEAR OF 
PRUNE DRIVE IS 
CALLED SUCCESS 


Increased Demand, Raised 
Prices Are Cited 


San Francisco, Cai., Nov. 22.—Re- 
turns to growers increased more 
than $3,000,000 over the return from 
the 1932 crop, and the carryover into 
1934 is at least one-third smaller 
than a year ago, E. W. Stillwell, 
general manager, United Prune Grow- 
ers of California, declared in report- 
ing results from the first year’s op- 
eration of the California prune pool 
last week. 

The report, sent to all members of 
the pool, accompanied by a message 
from Hugh Hersman, president, is a 
striking proof of the results which 
may be secured through efficient co- 
operative marketing and advertising 
of farm crops. 


Pointing out in his covering letter 
that the basic price level of all Cali- 
fornia prunes has increased more 
than $50 a ton during the 15 months 
the pool has been in operation, Mr. 
Hersman declared that “during the 
past year your organization has, in a 
marked way, increased the basic re- 
{urns on prunes, has greatly reduced 
the annual carryover, restored trade 
confidence and placed the prune in- 
dustry in an advantageous position 
to secure better prices in succeeding 
years. This is the real test of the 
success of your organization.” 


More Advertising Planned 


In his report, Mr. Stillwell reveals 
that “this year’s program of adver- 
tising on California prunes is nearly 
three times as extensive as last year’s 
successful effort and is closely tied 
together and coordinated with the 
selling done by participating pack- 
ers.” 


The industry’s advertising and 
marketing program has not only suc- 
ceeded in raising prices, but has also 
increased demand for prunes, Mr. 
Stillwell declares. 


“Domestic shipments actually in- 
creased slightly over the preceding 
twelve months period in spite of the 
worst economic depression that this 
country has perhaps ever known,” he 
said. “Full credit for this showing 
must be given to the confidence cre- 
ated among the trade by the stabiliza- 
tion program and to the favorable 
effects of advertising and dealer serv- 
ice work. 

“It is extremely fortunate that do- 
mestic demand was maintained. The 
unfavorable rate of foreign exchange, 
and unsettled conditions throughout 
the world, particularly in Europe, re- 
sulted in a sharp cut in the tonnage 
of prunes exported from this country. 
Had domestic demand been cut sim- 
ilarly, prunes would indeed have gone 
begging.” 

Mr. Stillwell’s report also revealed 
that promotional work on _ prune 
bread and prune juice is rapidly de- 
veloping additional markets for the 
industry, 

“It is now estimated that there 
are more than 100 bakery organiza- 
tions that bake prune bread regu- 
larly, or are completing their experi- 
Mental batches,” the report said. “A 
Conservative estimate of production 
at this time would be approximately 
50,000 loaves per week, and large 
Volume production by several big 
chains is impending. This is a re- 
Markable achievement for five 
Months’ work. 


Relieves the Market 


“Success in promoting prune bread, 
Combined with progress made by the 
California Prune and Apricot Grow: 
ffs Association in the sale of prune 
juice, offers real hope for success- 
fully utilizing these wholesome ‘off 
grade’ prunes which differ from their 
Merchantable brothers principally in 
‘ppearance. Their complete elimina- 
tion from the usual consumer chan- 
nels will mean appreciably increased 


returns on merchantable prunes. 
perhaps as much as $10 per ton.” 

According to Norton W. Mogge, 
United advertising manager, one of 
the most interesting indications of 
the acceptance which the prune cam- 
paign has received from growers is 
the fact that nearly 95 per cent of 
the prune tonnage of the state pays 
an advertising charge of approxi- 
mately $2.10 per ton, although only 
about 83 per cent of the tonnage is 
included in the United Prune Grow- 
ers’ organization. 

In other words, the advertising 
campaign is receiving support not 
only from the organization, but also 
from growers who are not directly 
connected with the organization. 


Start New Drive 


New York, Nov. 22.— The United 
Prune Growers of California yester- 
day launched an intensive drive in 
the New York metropolitan area on 
behalf of Imperial prunes. The drive 
will run until Christmas. 

Lord & Thomas is in charge of the 
campaign, which will run_ twice 
weekly in local dailies, and will also 
include Wednesday and Friday morn- 
ing broadcasts over WABC. 

Distribution of attractive recipe 
books will also aid in the drive. 

The Imperial prune is the largest 
of its kind, and thus far has lagged 
behind its smaller fellows in both 
sales and comparative price increase. 


White Expands 
Markets With 
$1,085 Truck 


Cleveland, O., Nov. 23.—The White 
Company has launched the largest 
advertising program in its history to 
celebrate its invasion of its volume 
field with a new truck selling at 
$1,085. Heretofore the company has 
confined itself to the higher price 
brackets. 

Full outdoor showings are being 
used in twenty-five district office 
cities, half of the boards being illumi- 
nated for night display. The color 
scheme is yellow and blue, with the 
new truck pictured in black and 
white, the company believing this is 
the first time any truck manufac- 
turer has used this basic color 
scheme in the same way. 

Both outdoor and publication ad- 
vertising will emphasize “White 
Quality Throughout,” while hammer- 
ing at the low price. 

Four-color spreads are scheduled 
for Collier’s and the Saturday Eve- 
ning Post. A trade-paper and direct 
mail campaign will also be used. 
Newspaper copy will be placed at the 
discretion of dealers in their respec- 
tive communities. 


Milwaukee T ypothetae 
Elects New Officers 


E. F. Schmidt, E. F. Schmidt Com- 
pany, has been elected president ot 
the Milwaukee Typothetae. Other 
officers include: 

Walter L. Wetzel, Wetzel Bros. 
Printing Company, first vice-presi- 
dent; Thomas Loignon, Atlas Print- 
ing Company, second vice-president; 
Fred Vogt, Federal Printing Com- 
pany, treasurer; and Walter F. Zahn, 
Zahn Typesetting Company, secre- 
tary. 


Manages Campaign 

Francis A. Barrett, advertising 
manager of the New England Tele- 
phone & Telegraph Company, Boston, 
has been appointed executive man- 
ager of the Emergency Campaign of 
1934, to raise $4,500,000 for relief in 
Boston. 


Rosinger With Pitluk 


Leonard Rosinger, 1932 winner of 
the Socrates award for outstanding 
advertising campaigns, has been ap- 
pointed to manage the new Houston, 
Texas, branch of the Pitluk Adver- 
tising Company of San Antonio. 


Kroening Joins Agency 


Clifford A. Kroening, former adver- 
tising manager of the Addressograph- 
Multigraph Corporation, Cleveland, 
has joined Freeze-Vogel-Crawford, 
Milwaukee agency, as account execu- 
tive. 


AND REMEMBER — THERE'S NO DEALER 


REALLY 
AFFORD IT..BU 
AKE IT “ 


She Coit Seve [_— 


WHAT DIFFERENCE DOES IT MAKE ! 


She’s the answer to an advertising man’s prayer. A “buyer” 


—natural born—without a shred of sales resistance when 
she’s confronted with the things she wants and the things she likes. 
A smart little spendthrift, she breezes right through $20,000,000 a 
month and chalks it up to “upkeep—personal appearance.” And 
that’s not so dumb when you think of it. It’s her natural and in- 
= method of acquiring an ultimate and husbandly meal 
ticket. 


She reads books—once in a while. Newspapers . hur- 
riedly. But her principal and favorite literary fare is one of the 
Romance Group of magazines. She reads them thoroughly, enjoys 
them immensely and believes in them implicitly. Which explains 
why national advertisers using keyed copy will tell you the Ro- 
ag Group usually gives them their lowest cost per inquiry, or 
sale. 


There are over a million of her—age about 24—who cost you 
only $1760 per page. 


THE ROMANCE GROUP INCLUDES 


i eR ey eer Current Circulation 
Vous Gapernemees ..... 2... 6.0... e eee, 254476 ............ Current Circulation 
Love and Romance.................. | er Current Circulation 
Movie Mirror ..... Seer eee I «is 9's Gxla-k 44a See Guaranteed 
eee ED ga. y hc Sicha cee aan Guaranteed 
OD gic a sce poi Le ee a as 1,175,068 


MAND. THE ROMANCE GROUP CREATES IT. . . . AT LOW COST 
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COAST DEBATES 
FEAR COPY; NO 
DECISION MADE 


Judges 0. K. Instalment 
Sales, However 


Los Angeles, Cal., Nov. 23.—Though 
the judges in the second of three 
“Consumer Conferences” sponsored 
by the Advertising Club of Los An 
geles were unable to reach a decision 
as to the value of fear advertising, 
they came out boldly in favor of in- 
stalment buying this week. 

The discussions are being held at 
the University of Southern Califor- 
nia, more than 500 persons attend- 
ing each. 

The first debate at this week's con- 
ference was on: “Resolved, That I 
sometimes need to be scared into 
buying certain articles through ad- 
vertising which depicts dire results 
if I do not buy.” Herman Nater, 
vice-president of the Bank of Amer- 
ica, took the affirmative, arguing that | 
fear advertising is meritorious in | 
that it draws attention in a forceful | 
way to products the public needs but | 
is inclined to defer, such as insur- 
ance. 

Mrs. Anne Leidendecker, Southern 
California Business & Professional 
Women’s Clubs, took the negative, 
contending that fear advertising is 
overdone, and that it not only in- 
sults the intelligence of the public, 
but has an actual harmful effect upon 
readers, particularly those of tender 
age. 

That instalment buying is an aid 
to business and a convenience to the 
customer was the decision in the sec- 
ond debate, in which Dr. F. P. Woell- 
ner, University of California, upheld 
the practise against the arguments of 
Alma Whitaker, Los Angeles Times 
feature writer. 


Dr. Woellner said that business to-;one column of reading matter. 


day has a surplus of capital and that 
the credit basis used in instalment 
buying is one way to employ this 
capital. Also that credit is most ef- 
fective in solving the problem of dis- 
tribution now confronting business. 


Results of Ballot 


Mrs. Whitaker, on the other hand, 
declared that instalment buyers sell 
their freedom and all too frequently 
buy “beyond their station.” 

Results from the second mail bal- 
lot disclosed that 73 per cent of the 
women and 69 per cent of the men 
read advertising enclosed with their 
monthly bills; that sealed letters 
containing advertising receive atten- 
tion by 70 per cent of the women and 
68 per cent of the men; 86 per cent 
of the men and 93 per cent of the 
women are not influenced to buy 
through fear advertising; 91 per cent 
of the men and 93 per cent of the 
women are not influenced to buy 
through “door-to-door” solicitation. 

Salutations such as “dearie’ and 
“honey” by sales girls make a de 
cidedly unfavorable impression on 98 
per cent of the women. In shopping 
methods, 73 points are given to auto- 
mobile; 20 to walking; 11, street car; 
4, telephone; and 2, bus. 


| Seventy-five per cent favor the 
{present system of commercially- 
|sponsored radio over that of govern- 
ment-controlled radio, supported by a 
tax. 


‘December “McCall’s” 
Tests New Format 


The December issue of McCall's, 
New York, tests a new format de- 
signed to give better position to ad- 
vertisements of one column or less 
and eliminate gutter positions com- 
pletely. 

With the four-column page now in 
use, the smaller advertisements are 
earried in either the second or 
fourth columns. This works out so 
that the outside column advertiser 
still retains his position and is op- 
posite reading matter. The adver- 
tiser formerly on an inside column 
is now in the second column, op- 
posite two columns of reading mat- 
ter. Page advertisers are separated 


| from other advertisers by at least 


i 
ay 
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Month after month 


more advertising 
more advertisers 


more exclusive accounts... 
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OPPOSITION TO 
“TUGWELL BILL” 
GAINS VOLUME 


Chicago, Noy. 23.—Although the 
current week brought no official ac- 
tion of importance with reference to 
the much-discussed Tugwell bill de- 
signed to regulate every phase of the 
manufacturing and marketing of 
food, drugs and cosmetics, opponents 
of the measure hit their stride and 
released a flood of material with the 
aim of consolidating opinion in the 
trades affected and of presenting the 
other side of the picture to the gen- 
eral public. 

Apparently aroused by the realiza- 
tion that the next session of congress 
is no longer in the distant future, 
and that the Tugwell bill will in all 
likelihood be slipped through con- 
gress unless effective and coordinated 
opposition to it is organized, those 
interests directly concerned swung 
into the battle with increased vigor. 
Notable during the week was the 
appearance of editorials opposing the 
bill in newspapers in widely scat- 
tered sections, and especially in the 
south. The Proprietary Association, 
which has taken a leading part in 
the fight, consolidated its organiza- 
tion during the week and prepared 
to wage battle to the bitter end. 
One of its releases to publications 
this week took the form of a cartoon 
depicting a worried father negotiat- 
ing for the purchase of a simple 
home remedy for his sick child, while 
Uncle Sam, in policeman’s clothing, 
paraded in front of a boarded 
drug store. 


Food Manufacturers Join In 

It was also revealed during the 
week that food manufacturers, who 
have hitherto taken less interest, 
publicly at least, in the proposed 
legislation than manufacturers in the 
drug and cosmetic industries, are be- 
coming increasingly worried over the 
implications of the bill and will as- 
sume a much more important posi- 
tion in the struggle against it than 
previously. 

Donald J. Burke, vice-president, 
George H. Lee Company, Omaha, 
Neb., maker of poultry and _ stock 
remedies, who has made an unusually 
thorough study of the Tugwell bill 
and its implications, this week re- 
leased a suggested draft of a substi- 
tute bill, and urged that it be used 
as a basis for discussion among op- 
ponents of the present bill. Mimeo- 
graphed copies of Mr. Burke’s draft 
may be secured from him. 

“The Tugwell bill could not be 
more unreasonable, bureaucratic and 
un-American,” Mr. Burke’ wrote 
ADVERTISING AGE. “It deserves to be 
defeated. But in my opinion much 
of the opposition is largely mis- 
directed, because it is entirely nega- 
tive and leaves unanswered the point 


physical form as the decoration for a new ashtray now 
chandised by the company. The tray proper is of Bakelite. 


up | 


THE IRON FIREMAN TAKES ON A NEW JOB 


The famous robot fireman of Iron Fireman Mfg. any takes 


eing mer- 


government propaganda, namely that 
the present law is woefully inade- 
quate and should be rewritten.” 

“We are making no plans for ad- 
vertising during 1934,” Mr. Burke 
revealed. “Nor will we consider ad- 
vertising until we know that neither 
the Tugwell bill nor one having its 
unreasonable provisions, will pass. 
If such legislation should be enacted, 
I think the most we would do would 
be to run simply the name of a sea- 
sonal product in one-inch space, 
without any copy or illustrations. 

“T would not run the risk of being 
thrown into the penitentiary for one 
or three years because of some pos- 
sible ‘false impression’ that officials 
might decide the copy or illustration 
could ‘create by inference’ — what- 
ever that means.” 


Harvey Scores Bill 


Atlanta, Ga., Nov. 23.—‘“*No man in 
the patent medicine field objects to 


unbiased regulation,” R. F. Harvey, 
Harvey-Massengale Company, told 
ADVERTISING AGE today, in denouncing 
the Tugwell bill. “The big objection 
comes from pre-judicial biased persge. 
cution.” 

Mr. Harvey, whose agency handles 
several patent medicine accounts, 
was at one time advertising manager 
of Vick Chemical Company, and sales 
manager of Craddock-Terry Shoe 
Company. 

“Ninety per cent of all prescrip. 
tions given by my present doctors are, 
in themselves, orders for ready-made 
remedies,” he declared. “In the cage 
of this large majority of prescrip. 
tions, the druggists fill prescriptions 
by merely placing in no-brand bot- 
tles under a doctor’s name and pre 
seription number ingredients pre 
pared and mixed by large chemical 
firms, and placed on druggists’ 
shelves.” 


Peck Has Restaurants 

The Childs Company, nationwide 
restaurant chain, has appointed the 
Peck Advertising Agency, New York, 


Classified 
A dvertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


HELP WANTED 


GO - GETTER ADVERTIS- 
ING MANAGER to put over 
new magazine covering $600,- 
000,000 no-competition market. 
Must be vigorous space seller; 


ready for hard work. Can 
make $10,000 first year on very 
liberal commission, over - ride 


basis. Permanent job, big earn- 
ings open to right man. Box 
412, ADVERTISING AGE, New 
York. 


panion. 


time and remained on a lot 
for a long time. An ever 


in the Small Town Market. 
only so much merchandise. 


out of business. 


Town Market. 
Publisher, Topeka, Kansas. 


that is being made so effectively by 


We've a 
right to be 
chesty ! 


\ \ E modestly bow to the Woman’s Home Com- 
It is the only woman’s magazine that made a 
larger advertising gain in 1933 than HOUSEHOLD. Our 
gain over 1932 was 8,162 lines; theirs was 1 


2.200 lines. 


The Small Town Market and its Primary Medium came 
in for a good deal of attention from advertisers in 1933. 
HOUSEHOLD went on many magazine lists for the first 


of others that it had been on 
increasing number of adver- 


tisers, facing chaotic conditions in city markets, have 
turned to the Small Town Market for relief — and for 
business. 


After all, more than half of the people in this country live 


After all, city people can buy 
There comes a time in every 


business when more customers must be found. Probably 
never again will we see such lopsided media lists as we 
had in the careless, hectic “boom” days. National adver- 
tisers have got to do business with more people or go 


HOUSEHOLD is solving this problem for a lot of manu- 
facturers with its very substantial coverage in the Small 
Circulation: 1,750,000. Arthur Capper, 


IF YOU SELL THROUGH WHOLESALERS): 
YOU HAVE SMALL TOWN DISTRIBUTIO 
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URGES GREATER 
COPY CONTROL 
BY PUBLISHERS 


(Continued from Page 1) 


of anyone being defrauded by that 
kind of advertising. Toothpaste ad- 
yertising May exaggerate some fea- 
tures of its value, but the net result 
is to make the public more interested 
in dental health. Some cosmetics ad- 
yertising undoubtedly claims too 
much, but every woman wants to be 
peautiful, and this kind of advertis- 
ing merely stimulates a natural de- 
sire which most people are glad to 
encourage. 


A Small Group 


“Beyond this lies the small group 
of advertisers whose copy is defin- 
itely dishonest or fraudulent, and 
whose products represent a danger 
to health or definite financial loss. I 
doubt if as much as two per cent of 
all the advertising published is in 
this classification, and yet Prof. Tug- 
well, through his much publicised 
‘chamber of horrors,’ is trying to give 
the impression that products of this 
kind are regularly exploited to the 
public through the medium of adver- 
tising. Such a statement is a reflec- 
tion of the natural zeal of the cru- 
sader, and is not to be taken ser- 


iously.” 
There are already ample means of 
eliminating dishonest advertising 


through existing laws and extra-legal 
agencies, Mr. Crain declared, citing 
as examples the federal statute pro- 
hibiting the use of the mails to de- 
fraud, the work of the Federal Trade 
Commission, the various NRA codes 
which contain advertising provisions, 
the work of the National Better Busi- 
ness Bureau and its 52 affiliated local 
bureaus, and the existing restrictions 
of individual medium owners on mis- 
leading and dishonest advertising. 

“If we assume, as some important 
authorities in advertising do,” Mr. 
Crain continued, “that more regula- 
tion is necessary, and that this should 
be lodged in the federal government, 
what kind of regulation will be likely 
to result? 


Securities Law Too Stringent 


“The securities law which was en- 
acted this year is one answer. Its 
rigid regulation of advertising is such 
as to make it impossible to advertise 
hew securities without assuming un- 
due risks. This is a good law, in 
purpose and intent, and is supported 
by the sentiment of the public and 
investment bankers, but those who 
were crusading against fraud in the 
securities business made the law so 
severe, so punitive in character, that 
the investment business cannot 
operate under it. The same thing 
might easily happen to advertising. 

“The Tugwell bill, which will be 
the subject of a real battle at the 
next session of congress, is intended 
to extend the authority of the food 
and drugs act to advertising, and to 
include cosmetics within the scope of 
the law. Manufacturers assert that 
it will make it impossible for them 
to advertise. The bill is so drawn 
that the manufacturer is even respon- 
sible for any inferences that may be 
drawn by the reader. And the manu- 
facturer must say nothing that is 
contrary to prevailing medical opin- 
ion, although a good many doctors 
are uncertain as to just what that is 
at the present moment. 

“My own feeling is that if we allow 
those who are crusading against ad- 
Vertising to write the regulations 
Under which it will operate, we may 
assume a burden of official super- 
Vision that will tend to weaken and 
emasculate all advertising. And if 
advertising is so weakened in char- 
acter as to become non-productive, we 
May be sure that there will be a lot 
less of it published.” 


Miss Larkins Changes 
Carolyn Larkins, formerly with the 
Ichard A. Foley Advertising Agency, 
Ine., Philadelphia, has joined J. M. 


Mathes, Inc., New York, as copy 
Writer, 


Seeks Radio Permit 


American-Republican, Inc., Water- 
bury, Conn., publisher of Waterbury 
American and Republican, evening 
and morning dailies, has applied for 
permission to operate an_  experi- 
mental radio station. 


Burdick Buys Papers 


Col. H. H. Burdick, formerly with 
R. L. Polk & Co., Detroit, has pur- 
chased Detroit Realtor and Michigan 
Property Owner and combined them 
as Realtor & Property Owner. Head- 
quarters are in Detroit. 


Officers Promoted 


Harlow H. Curtice, recently ap- 
pointed manager, Buick Motor Com- 
pany, has been made president, and 
W. F. Hufstader, general sales man- 
ager, becomes vice-president. Both 
also retain their former positions. 


Nash Planning 
New Six While 


Shows Impend 


Kenosha, Wis., Nov. 23.—A new 
six-cylinder car, to compete for the 


dollars hitherto garnered by Chevro 


let, Ford, et al., will be presented at 
the New York Automobile Show Jan. 


6-13 by Nash Motors Company. 


Nash dealers and distributors are 
now being queried as to their choice 
of a name for the new car, for which 


a distinctive new cognomen is de- 
sired. 


and plans for the baby to come. 


Quick settlement of Nash’s 
labor troubles gave impetus both to 
marketing of the new Nash models 


The New York Show pries the of- 


ficial lid off of the automobile season. 
Others will follow in quick succes- 
sion. Milwaukee, Buffalo, Cleveland 
and Newark will hold their gala auto- 
mobile exhibitions from Jan. 13 to 
20. St. Louis and Cincinnati will 
celebrate from Jan. 14 to 20. 


Philadelphia’s show runs from Jan. 
15 to 20 and Boston, San Francisco, 
Detroit, Baltimore and Hartford from 
Jan. 20 to 27. Rochester cuts in from 
Jan. 22 to 27, and Harrisburg from 
Jan. 24 to 27. 


Chicago’s major show runs from 
Jan. 27 to Feb. 3, Washington, D. C., 
having the same dates. There will 
be no diminution of activity in Feb- 
ruary, Omaha holding its show Feb. 
3-8; Camden, Feb. 3-10; Los Angeles, 
Feb. 3-11; Rapid City, S. Dak., Feb. 
7-10; Springfield, Ill., Feb. 8-10; 
Kansas City, Feb., 10-17; Evansville, 


Ind., Feb. 20-24; 
20-28. 


Standard to Hutchins 


Standard Brewing Company, Roch- 
ester, N. Y., has appointed Hutchins 
Advertising Company, also of Roches- 
ter. 


and Denver, Feb. 


Take Liquor Copy 


Review of Reviews and Golden 
Book announce that they will accept 
all liquor advertising, subject to copy 
censorship. 


Monitor Names Hward 

E. T. Howard Company, New York, 
had been appointed by Monitor Utili- 
ties Corporation, a division of Cole 
Metal Products, Inc., Long Island 
City, N. Y. Oil burners and circu- 


lating heaters are the client’s line 
leaders. 


means the REVIVAL of 
_ another PROCESS 


HAT the Governor of North Carolina said to the 
Governor of South Carolina is a matter that the 
process industries are pondering with lively interest right 


now. Distillation is one of the ‘common processes of 
chemical engineering. What does it stand to gain when 
liquor goes legal? Who will stick to denatured alcohol at 
$.35 a gallon; who will shift to distilled spirits at $3.50 a 
gallon? What have been the outstanding changes in the 
technique and equipment of distillation in the 13-year 


holiday ? 


Chemical engineers, with their background of experience” 


in distilling, are the nucleus of the new generation of dis- 
tillers. As regular readers of “Chem & Met” they will 
welcome the comprehensive canvass of this subject that 
will appear in the December issue. 


This canvass will be handled by Dr. Gustave T. Reich, of 
the Industrial Alcohol Division of the Pennsylvania Sugar 
Co., under the title, “Distilling for Beverage and for In- 
dustry.” Everyone who, to date, has indicated plans to 
distill alcohol, rum, whisky, brandy or gin has been added 
to the regular list of chemical engineers scheduled to re- 
ceive the important December issue of “Chem & Met.” 


A 2-feature number of 
“Chem & Met” in December 


In addition to the interest next month’s issue will have for 
distillers and those who are giving distillation increased 
attention, chemical engineers in every division of the 


INDUSTRY 


An Advertising Opportunity 


The November issue of “Chem & Met” carries 
the largest volume of advertising in over two 
years. Since it went to press several manufac- 
turers have expressed disappointment in having 


cember issue. 


process industries will welcome “Chem & Met’s” report of 
the 14th Chemical Exposition with its history-making 


demonstration of new equipment and materials of con- 
struction. Industry’s greatest show will close its doors 
December 9 but “Chem & Met” will reopen them a few 
days later and keep them open for the duration of print- 


ing ink and paper. 


ENGIN 


failed to include their advertising. To those and 
to every advertiser who appears in the current 
issue we say: Be sure now to reserve position 
for your advertisement in the important De- 


“ce CHEMICAL 


& METALLURGICAL 


EERING 


A McGRAW-HILL PUBLICATION 
330 W. 42nd Street, New York, N. Y. 
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: she nie Meee . ‘ 
es G M 10 FEATURE brate our 25th anniversary.” . 

® « ent plans are carried out, it will re- 
“KNEE ACTION” 


the front axle and substitutes inde. 
pendent front wheel suspension. 
The startling new design will fea- 
ture all the corporation's 
preducts during General Motors’ 25th 
anniversary year. 


something spectacular to cele 


If pres 


ceive as much or more advertising 
attention as did Fisher No-Draft 
Ventilation, a development with 
which the same organization scooped 
the automotive world at the begin- 
ning of the 1933 season, and to which 
it devoted a huge advertising expen- 
diture during the current year. 

“Our 1934 cars are not the 1933 
cars improved; they are the result 
of a far-reaching change in auto- 
mobile design,” introductory copy as- 
serted, anticipating introduction of 
new models expected shortly. 

The “knees” campaign, prepared 


WHEELS IN °34 


(Continued from Page 1) 


automotive 


It was announced 


AGENCY STRATEGY 
GIVES “FACTORY” 


QUICK PEEKS 
INTO 
SPACE BUYING 


BIG INDUSTRIAL 
JOB IN 1934 © 


... and what was this strategy 
that received the quick OK of 
the client? 


‘ST this .... The client’s 1933 business came 
from nearly every type of manufacturing. 


Closer examination showed three major industries 
accounted for 48 per cent of the volume. ‘‘Easy 
answer,”’ says the agency. ‘*Pick three husky verti- 
cal papers—the best in each of the three industries. 
There’s your 48 per cent.” 


But what about the 52 per cent? It splits up a 
hundred and one ways. An industry paper for each 
would mean a slew of papers—and a slew of money. 


Then what’s the answer? Neglect them? ‘‘No,”’ 
says the agency, ‘“‘not with a paper like ‘Factory’ 
in the field. We'll use ‘Factory’ and cover that 52 
percent. It reaches your biggest collective market 
—that collection of many small industries that gives 
you together 52 per cent of your business. And it 
also adds important selling strength in the three 
major markets.”’ 


Sound strategy ... and profitable. 


R FACTORY MANAGEMENT 
ef AND MAINTENANCE 


Published by McGraw-Hill 330 W. 42nd Street New York 


You 
need this! 
6eono-print 


Write or phone us for Samples 


Econo-print Department 
MAGILL-WEINSHEIMER 


WV 


re 


A quick and economical 


The "ARCHITECTURAL 


RECORD 


According to Dodge Reports each 
month, all Architects receiving 
awards of $50,000 and over are 
readers of the ARCHITECTURAL 
RECORD. 
Such an active market can be 
guaranteed each month, only by 
The RECORD. 

The 

ARCHITECTURAL RECORD 


119 West 40th Street, New York 
Division of F. W. Dodge Corporatian 


lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


and complete information 


COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


PHOTOSTAT 


=e LET VS SERVE YOU a= 


33 W.ADAMS ST. 


BEST BY COMPARISON 


“AJA X= 


errr) Market Surveys 


—in Memphis and the Mid- 
South made to aid you in get- 
ting better advertising results. 
Write. Outline your problems. 


COPIES |} 


Ransom & Ransom 
Memphis, Tenn. 


and placed by Batton, Barton, Dur- 
stine & Osborn, through its newly- 
established Detroit office, was secured 
by that agency after strenuous com- 
petition with two other important 
advertising firms, it was revealed to 
ADVERTISING AGE. 

Cities whose newspapers were to 
receive first copy, which appeared in 
Monday afternoon dailies, were de- 
termined by distribution of General 
Motors outlets and population fac- 
tors. In cities where more than one 
newspaper was used, which was a 
frequent occurrence, first copy was 
staggered over Monday and Tuesday. 
Newspapers will continue to be 
used on a heavy scale straight 
through auto show time, or at least 
until all General Motors cars are in- 
troduced, and samples of new models 
placed on dealers’ floors. 

Magazines, which will come in for 
a good share of the huge appropria- 
tion, will be employed to carry the 
innovation to a national audience. 
Their use, according to present plans, 
will extend well into the new year. 
Trade publications and intensive 
sales promotional activity, carried on 
by the field force among dealers, will 
serve to carry the message to the 
trade. 

Announcement of this latest im- 
provement in automotive design was 
greeted locally as marking a new 
epoch in the progress of transporta- 
tion, comparable to the introduction 
of the self-starter and four-wheel 
brakes. 

More than two years ,of intensive, 
but closely guarded, activity in Gen- 
eral Motors laboratories preceded 
announcement of the engineering in- 
novation. 

“We have put KNEES in our auto- 
mobiles . changing your ride to 
a glide,” was the headline over the 
first advertisement, which, both in 
copy and illustration, translated the 
new principle into anatomical terms 
for easy understanding by the lay- 
man. 

Under a sketch of a conventional 
front-axle automobile, tilted while 
going over a bump, this legend ap- 
peared: 

“Your present car is stiff-legged. 
Stiff front springs are rigidly joined 
by an I-beam front axle. So when 
you hit a bump the front of the car 
bounces, the rear pitches, and you 
are jarred.” 


Car Prices to Rise 


Under a sketch of a man with one 
knee raised to place the foot on a 
raised surface, the reader was told to 
“See how serenely a man meets a 
bump. One knee bends easily, lift- 
ing its leg. The other leg is not 
affected; equilibrium is undisturbed. 
The knee, not the body, takes the 
jar.” 

Then, accompanying a picture of a 
car built along the new General 
Motors principle, this analogy was 
drawn: 

“Now, 1934—no more I-beam axle, 
no stiff springs. The wheel, flexibly 
mounted on its own soft spring rises 
and falls like a knee to soak up the 
shocks, while the car glides on.” 

At a press conference held in New 
York Sunday to announce the inno- 
vation, Alfred P. Sloan, G. M. presi- 
dent, declared that the 1934 auto- 
mobile would cost the purchaser 
about 15 per cent more than the 1933 
car. 

General Motors August operations, 
he explained, including wage and 
salary increases due to the NRA, if 
extended over a year, would repre- 
sent an increase of $23,000,000. That, 
in itself, would add about $30 to the 
retail cost of the average car. 


Rudman Opens Office 

Sidney E. Rudman has opened an 
office at 249 West 34th St., New York, 
to represent class magazines, news- 
apers and outdoor plants. He was 
ormerly president of City Transit 
Advertisers, Inc., New York, and has 
had extensive experience in the out- 
door field. 


Leipzig Fair Picks 
Mark O’Dea & Co. 
Leipzig Trade Fair, Inec., New 
York, agent for the international 
trade fairs held semi-annually in 
Leipzig, Germany, has apointed Mark 
O’Dea & Co., New York. 
Magazines, newspapers and _ busi- 
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ness papers will be used. 


—— 


Getting Personal 


Frank J. Price, associate manager of Prudential Insurance Com. 
pany’s advertising department, is the author of “Mind Wrecking, Ltd.,,” 
published by the Spectator Company. More than 100 of his short 
stories and novelettes have been published. . . 

Jeannette Carroll, advertising director of the Bryant & Stratton Col. 
lege of Business Administration, Providence, R. I., and vice-president 
of the A. F. A., is going to cause people a lot of trouble changing their 
mailing lists. She became Mrs. Harry Loeb Jacobs (he’s president of 
the college) October 24. . . 

James A. Moore, of the Butterick Company, collects rare bindings, 
Several of his choice pieces were displayed in the Cuneo exhibit at the 
Chicago world’s fair. The Washington Advertising Club claims 
two members of the District of Columbia Commission appointed by the 
President. They’re Melvin C. Hazen and George E. Allen. 

William T. Card, advertising man of Campello, Mass., is conduct- 
ing an advertising class for the Brockton Y. M. C. A. Paul Faust, 
Michell-Faust Advertising Company, and A. W. Sherer, vice-president 
of Lord & Thomas, have been named members of the committee on 
public education of the American Hospital Association. 

Believe it or not, but Paul J. Harmon, president of the Fort Worth 
Advertising Club, sent 210 telegrams to Washington before he suc- 
ceeded in landing Gen. Hugh S. Johnson as a speaker at the tenth dis- 
trict convention held recently in the Texas city. . 

Harry Lent, of Anderson, Davis & Platte, is another agency man 
who authors on the side. He not only writes juvenile books, but illus. 
trates them as well. . . Harry Shackelford, Johns-Manville sales pro- 
motion manager, is an ornithologist (bird expert to you), and you 
ought to hear him imitate song-birds. P 

Alan Green, Green-Brodie partner, is downcast because Oxford 
Dictionary refused his nifty slogan, “Bigger than Anthony Adverse.” 
. . Bob Crooker, Chevrolet advertising manager, served as mayor of 
the fair city of Pleasant Ridge, Mich. . . 

Elizabeth Selig, one of Schwab & Beatty’s newer copy-writers, is 
rated a comer in the mail-order field. . . Clay Morgan and Ed Knight, 
advertising and publicity genii of the French Line, get up at 5 o’clock 
in the morning once a week to chaperone a French liner up the bay. 
They say they like it. 

I. U. Sears, business manager of the Wisconsin State Journal, Madi- 
son, will motor to California with Mrs. Sears for a six months’ rest, 

H. J. Blakeley, Extension Magazine, was host to a group of adver- 
tising big shots at the Extension Society’s annual luncheon at the 
Drake Hotel November 21. 

H. C. Drum, vice-president of Smith & Drum, Inc., oldest adver: 
tising agency in Los Angeles, used to be a washing machine tycoon. 
He sold ’em by the trainload in Portland, Ore. Muriel Gray, ad- 
vertising manager of the Nation, has moved her rooftree to Rye, but 
will have a hangout in town for blustery weather. 

William T. Dewart, president of the New York Sun, has been pro- 
moted to Officer of the Legion of Honor. He has been a Chevalier 
since 1928. Frederic Horton, former copy man and space sales- 
man, who, as New York manager for Consumers’ Research, gathered 
material for “Guinea Pigs,” has been a Fifth avenue realtor for several 
months. 


RAILWAY EXPRESS AGENCY, Inc. (736) 


RUSH 


Newspaper Advertising Plates 


RUSH 
Mister 
Production 
Manager 


Rush is probably the most important word confronting the Pro- 
duction Department. This Railway Express Rush Label allows 
your mats and plates to take no chances with closing dates, 
for it makes sure that they will be picked up and delivered in 
the shortest possible time with no delay or dawdling en route. 
Rush with Railway Express means Rush all the way from the 
time they are picked up until they are in the hands of the con- 
signee — nights and Sundays included. 

Add to speed and economy the dependability of Railway 
Express and you deal three smashing body blows at the ogre 
of closing dates. We give a receipt and take a receipt from the 
consignee showing date and hour of delivery. 


SERVING 
THE NATION FOR 94 YEARS 


MAKE SPECIAL 
DELIVERY ON ARRIVAL 


NIGHTS AND SUNDAYS INCLUDED 


NEW LOW RATES ARE: 
Mats 


Pound rates—Minimum 25c 


Electrotypes 


Pound rates—Minimum 35c 


Advertising Matter 
Printed, Engraved, Etc. 
8c Pound—Minimum 15¢ 


Rates include pick-up and de- 
livery in all principal cities 
and towns. 

Railway Express now serves 
many leading agencies, elec- 
trotypers and engravers. 

For information or service 
merely telephone the nearest 
Railway Express office. 


NATION-WIDE RAIL AND AIR SERVICE 
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WELL, FOLKS, here I am up in Piggy Heaven—hav- 
ing a swell time. Really, it's so pleasant up here 
that I don’t mind a bit having been railroaded here, 
although I'll admit I didn’t relish passing out at 
such a tender age. 


You'd imagine that, being content now, I'd let well 
enough alone and tend to my harpin’. Youngsters 
should stay in their place—and you know where 
I am. But the fact is I've done a lot of thinking and 
I don't know all the answers. So, if you'll be good 
enough to listen, I'll tell you what's eatin’ me and 
then I'll sound off forever. 


When I learned I was to die in the interests of a 
long-awaited prosperity, my first reaction was one 
of deep resentment. Who wants to die—at any age? 
But I soon realized that it was all for my country. 
So I made up my mind to take it like a soldier and 
keep a stiff upper snoot right to the end. 


But here’s the rub. After they were sure I'd never 
bother anyone again, they threw me into a big 
rendering tank. Think of it! Me, whose pappy only 
the year before copped the blue ribbon for sires 
~me, the pick of the crop, dumped into a tank! 
Such mortification I endured! Foolish pride, did I 
hear someone say ? No, it was far deeper than that. 


You will begin to understand me when I remind 
you that I was considered quite a choice young 
buck. Well-rounded. Firm, yet tender. The picture 
of health. I've often heard tell that there’s no finer 
eatin’ than Roast Young Pig, especially with a chap 


This Advertisement Suggested For The 


Nios 


a 


E GREAT 


like me doin’ the honors. Yet they dumped me in- 
to a rendering tank. 


Perplexing, isn’t it? Especially when you consider 
that countless hungry mouths must be fed this 
winter. Honestly, it would almost have made dy- 
ing a pleasure had I known that my body would 
serve to keep needy folks well-fed and nourished 
during the trying days ahead. Then tell me, WHY 
was I dumped into a tank along with a lot of runts. 


You may think I'm nothing but a fresh little porker 
who should know better than to shoot his mouth 
off about something that doesn’t concern him any- 
more. Perhaps you'll even consider my oinking a 
bit unpatriotic. That isn’t the point at all, I assure 
you. I'm just thinking of those millions of needy 
during the cold, miserable days ahead. 


Yes, I know very well that they stopped killing 
young piglings some time ago. Further, I know 
that anumber of the larger government pigs were 


UNEMPLOYMENT 


RELIEF SERVICE 


DRAWING BY LESTER BEALL 


oy 


BEYOND 


used for food and are now being prepared to feed 
folks later on. And I realize, too, that a certain per- 
centage of the young fellows killed were puny 
runts, not fit to eat. That's all granted. But how 
about the many guys like me, who could well have 
been singled out to serve man on the dining table? 


I sincerely hope that Prosperity will be hastened 
by the splendid job being done by your beloved 
President and his loyal followers. May it stay for- 
ever when it comes. But history has a way of repeat- 
ing itself, they tell me, which means that Pigdom 
shall be again called on to do its duty. Well, if the 
little fellows will get a bet- 
ter break—if the plump, 
tender piglings will be 
privileged to serve the un- 
employed instead of being 
dumped into a rendering 
tank—my belated “oinks” 
shall not be in vain. 


B. B. POPELL 


Mr. Popell, Advertising Manager of Miller & Hart, Chicago packers, selects a novel and rather unsophisticated subject as “doing 


his part” for our “Free Speech For Copywriters” series — the oasis for uncensored copy. We invite your suppressed advertisement 


— select your own idea, have a good time with it, and we will do the rest. 


SPONSORED BY 


Cotcins, MILLER & HutcHINGs, INC. 
PHOTO-ENGRAVERS 


717 SOUTH WELLS 


STREET, 


& NRA 


© C.M.&H. 
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HELPS TO TELL NEW SHELL STORY 


SUPER SHELL 
MEANS 
SUPER MILEAGE 

TO ME” 4 


One of the attractive station posters which is being used by Shell 
Petroleum Corporation as part of its new campaign. Outdoor 
Advertising Agency, Chicago, handles Shell's poster service. 


SHEFFORD CHEESE IN HOLIDAY BOX 
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A holiday gift box containing a variety of packaged cheese is being 
produced by Shefford Cheese Company, Syracuse, N. Y. The 
wrapping is transparent, and deliberately avoids too close a tie-up 
with Christmas so that it may be used at other seasons. John B. 
Flack Advertising Agency, Syracuse, handles the Shefford account. 


(Right) Illustration which appears in December magazine advertising 
of Red Cross Shoes to emphasize the ‘four feet" theme in that com- 
pany's copy. Ralph H. Jones Company, Cincinnati, is the agency. 


AIMS TO OUTWIT ALL COUNTERFEITERS 
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Schenley Distillers Corporation will fight illicit, tax-evading liquor 

after repeal with new labels, such as these, pilfer-proof bottle tops 

and watermarked wrappers.. The company has already ordered 
60,000,000 labels. 


LONG ARM OF THE LAW POPS UP IN GATKE WINDOW DISPLAY + 


Gatke Corporation, maker of brake linings and other products, is supplying dealers with this unusual 

display. The policeman stands over three feet high in the back of the window, with his right arm, made 

of paper and capable of being stretched from four to eight feet, glued to the window glass. Fensholt 
Company, Chicago, designed the display, which is printed in four colors by the silk screen process. 


SHE HAS FOUR FEET CITIES SERVICE DRAMATIZES NEW SERVICE 


Striking illustration which dominates the large size newspaper space 
being tested in two cities by Cities Service Company on behalf of 
its “power prover.’ (Story on page 15 


TRAINS STAND UP IN LIONEL DISPLAY 


TIMELY ADVERTISING 


All. inclusive service (through Intourst)— hotels, meols, Quide- interpreters 
outes, Wensportotion, sightseeing ond vise in the Soviet Union of daily rotes 


See your own trevel epent 
te tor Ilestreted Literatur 


EN T.O2U R LS.T2 


U.S Representative of the State Travel Bureau of the U.S. SR. 
304 No. Michigan Bivé.. Chieage . Offices in Hew York and Boston 


With USSR on everyone's tongue, 
Intourist, Russian travel bureau, 
used this timely 350-line copy in 
selected metropolitan newspapers. 


(Story on Page 1!) 


Giant reproductions of toy locomotives and railway cars, developed 
by Einson-Freeman Company, for window and store displays, ar 
part of the intensive Christmas campaign being waged by Lione 

Corporation. (Story on page 14) 
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